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Rough Proofs 


It sure is a relief to learn that all 
those big merchandising men didn’t 
enter the whisky business just for 
the money that’s in it. 
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Quaker Oats’ new Thiamin copy 
theme ought to go over big just as 
soon as the company can get around 
to showing the customers how to 
pronounce it. 
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Employes of Carson, Pirie Scott 
in 1850 got a night off once a week 
for sparking, and two if they went 
to prayer-meeting. The historians 
report most of them made it three 
by including the prayer-meeting. 
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Mr. Townsend believes that a 
six-billion dollar advertising budget 
would solve most of the economic 
problems of the U. S. A. It would 
certainly solve those of a lot of us. 
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So far the Hartford brothers are 
the only chain store magnates who 
have had the courage to stick their 
necks out. Apparently their necks 
are still there. 
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When lawyers are permitted to 
control the public relations . policies 
ef big corporations, they usually 
end up by not having any to worry 
about. 
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Journalistic mystery: The promi- 
nent citizen who thinks he can de- 
liver a confidential message in a 
public address to a large audience, 
assisted only by a well-oiled micro- 
phone. 
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Coffee and equipment makers are 
talking so much in their copy about 
correct methods of brewing that 
nostalgic customers may soon start 
looking for the collar. 
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Ten gas ranges used to be sold 
for every one electric range, but 
how the ratio is only four to one. 
Looks as if the boys will have to 
step on the gas. 
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“Broadcasting,” says Ira Hirsch- 
mann, “is full of new people, with 
fresh ideas and viewpoints.” 

Only some of their competitors 
think the adjectives are slightly 
misplaced. 
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Don't laugh at California’s adver- 
‘sing to promote $30-every-Thurs- 
day until you have figured out the 


Dito ‘alue of that peace advertising 
of ‘ddressed to Hitler and Mussolini. 
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Copy Cus. 


Statutory Control 
Most Effective for 


Cosmetics: Thomas 
TGA Official Shares 


Convention Program 


with Dr. Fishbein 


Chicago, Oct. 21.—Operation of 
such laws as the Wheeler-Lea 


amendment to the Federal Trade|' 


Commission act and the new Food 
Drug and Cosmetic act provide the 
most effective form of legitimate 
protection to purchasers of cosmetic 
preparations, H. Gregory Thomas, 
director of the board of standards 
of the Toilet Goods Association de- 
clared here yesterday. 

Mr. Thomas addressed the confer- 
ence held by the Association of 
Dairy, Food and Drug Officials, 
which considered, among other top- 
ics, the creation of uniform state 
regulations on the manufacture and 
sale of products in these fields. 

Also on the convention program 
was Dr. Morris L. Fishbein, editor 
of the Journal of the American 
Medical Association. Dr. Fishbein’s 
remarks on the AMA’s attitude 
toward cosmetic advertising drew a 
vigorous response from Mr. Thomas. 

The latter asserted, “It is our right 
to prefer that our industry be reg- 
ulated by the provisions of the law 
rather than by the dictates of a 
group of doctors. 

“Dr. Fishbein,” Mr. Thomas said, 
“seemed to believe that the Ameri- 
can public would be better informed 

(Continued on Page 26) 


$315,000 Paid for 
Hearst's KOMA 
by J. T. Griffin 


Oklahoma City, Oct. 20.—Hearst 
Radio disposed of another station 
this week when KOMA was sold to 
J. T. Griffin, Muskogee manufac- 
turer and a major stockholder in 
Station KTUL, Tulsa. The price 
was $315,000. 

The purchase is subject to ap- 
proval by the Federal Communica- 
tions Commission, with formal 
transfer pending such action by the 
FCC. The station is to continue as 
a CBS outlet. 

William C. Gillespie, representing 
Mr. Griffin in the transaction, said 
that plans call for immediate pur- 
chase of a new transmitter site and 
installation of $75,000 worth of new 
equipment, if and when the FCC 
gives its approval. 

No immediate changes in the 
KOMA =6s staff are contemplated. 
However, Neal Barrett resigned 
yesterday as general manager to 
devote his full time to service as 
executive vice-president of the 
Texas State Network in Fort Worth. 
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Deadlock Reached on ABC 
Proposal for Newspaper Maps 


PARTICIPATED IN ABC WEEK 


Between sessions at the Stevens Hotel: Paul West, president of the ANA; J. J. 
He. ics Campbell-Ewald space buyer; and J. O. Carson, H. J. Heinz Company. 
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Map Proposal 
ls Badly Defeated 
by Newspapers 


Vote Is More Than Four 
to One Against ABC 


Innovation 


Chicago, Oct. 20.—A_ resolution 
recommending abandonment of the 
proposal to visualize circulations by 
addition of a map to publishers’ 
statements was adopted late today 
by the newspaper division of the 
Audit Bureau of Circulations. Re- 
fusing to soften the recommenda- 
tion by adoption of the diplomatic 
wording used by the Inland Daily 
Press Association, which met ear- 
lier in the week, the newspaper 
division adopted without change, 
and by an overwhelming majority, 
the resolution offered by Earl R. 
Chapman, Flint Journal. 

Following a report by Col. Julius 
Ochs Adler, general manager, New 

(Continued on Page 27) 


Thomson Oullines 
ABC’s Stand 
on Tower Case 


Chicago, Oct. 20.—Reference to 
the Tower Magazines case, which is 
now pending in the federal courts, 
was one of the highlights of the re- 
port given members of the Audit 
Bureau of Circulations by President 
P. L. Thomson, of the Western Elec- 
tric Company. 

“The old problem of the scope 
and adequacy of a regular ABC 
audit has arisen for fresh considera- 
tion this year,” said he, “by reason 
of the indictment of a magazine 
publisher by a federal grand jury 
charging gross misrepresentation of 
circulation. The Tower Magazines 
were members of the Bureau and 
were last audited for the year end- 
ing December, 1934. As the case is 
still to be tried in court, it is of 
course not known if the charges are 
true, but regardless of the out- 
come, two questions have been and 
may properly be asked: ‘Is an 
ABC audit absolutely proof against 
fraud?’ and ‘If not, how can it be 
made so?’ 

“The answer to the first question 

(Continued on Page 29) 


Last Minute News Flashes 


Harn Resigns as Managing Director of ABC 


Chicago, Oct. 21.—Orlando C. Harn today resigned as managing 
director of the Audit Bureau of Circulations to retire from business and 


move to California. 
been chosen. 


He will continue, however, until a successor has 
Mr. Harn has been managing director for 11 years, and 


was president for seven of the 20 years he served as advertising manager 
of National Lead Company. He is one of the founders of the ABC. 


Holds Movie Contest Is a Lottery 

Jefferson City, Mo., Oct. 21.—The attorney general of Missouri today 
ruled that the $250,000 contest sponsored by the moving picture industry 
is a lottery under the laws of the state. Theater owners were advised 


not to lend assistance to the contest. 


The official ruling said the contest 


has three elements constituting a lottery: consideration, prize and chance. 


Gumbinner Gets Hickok Account 


Rochester, N. Y., Oct. 21.—Hickok Mfg. Company today appointed 
Lawrence C. Gumbinner Advertising Agency, New York. 


Coast Wine Growers in $1,800,000 Drive 

San Francisco, Oct. 21.—Under the direction of the California State 
Department of Agriculture, a marketing plan will go into effect next 
Monday levying an assessment of three-quarters of a cent per gallon on 
dry wines, and 1% cents per gallon on sweet wines, the proceeds of 
which are expected to provide $600,000 a year for the next three years 
for a nation-wide advertising program. No agency, has been appointed. 


Advertisers, Agents 
Support, Publishers 
Condemn Plan 


ABC WEEK ROUNDUP 


Newspapers Reject Map Plan. Page ' 
Tower Case Discussed........ 1 
Plan Supporters Give Views... “ 2 
Spend More, Advertisers Urged “ 2 
Criticizes Milline Emphasis. . .. . le 
Wage-Hours Rulings Awaited.. “ 4 
Asks Readership Measurement. “ 8 
Hits “Rule or Ruin" Policy.... “ 10 
“Human Engineering” Discussed “ 19 
Newspapers Look to Future... “ 20 
Nielsen Analyzes Buying... . _ 


Chicago, Oct. 21.—Advertisers, 
agency executives and publishers 
today brought to a close the 25th an- 
nual meeting of the Audit Bureau of 
Circulations and with it one of the 
busiest convention weeks on record. 
Other organizations which drew the 
attention of AGC members were the 
Newspaper Advertising Executives 
Association, Inland Daily Press As- 
sociation, Associated Business Pa- 
pers and Agricultural Publishers 
Association. 

Highlight of the ABC sessions was 
the vast amount of attention given 
to the proposal that newspapers vis- 
ualize their periodic statements by 
means of a map showing market 
coverage. The plan was discussed 
at some length at the opening gen- 
eral session by Gilbert Kinney, 
president of the American Associa- 
tion of Advertising Agencies, and by 
D. D. Richards, of Sears, Roebuck & 
Co., who presented the viewpoints 
of agencies and advertisers, respec- 
tively, and both of whom favored 
the plan. The newspaper division 
of the ABC, however, voted strong 
disapproval of the proposal. 


Further Study Decided 


Final decision on the proposal, ex- 
pressed in a resolution referred to 
the ABC board of directors, was that 
study of the problem be continued 
with a view to reaching a plan ac- 
ceptable to publishers as well as ad- 
vertisers and agencies. 

The membership re-elected all di- 
rectors whose terms have expired 
for two years, with the exception of 
Paul I. Aldrich, National Pro- 
visioner, Chicago, who was elected 
for one year to fill the unexpired 
term of the late E. R. Shaw. Those 
re-elected are: 


Advertiser Directors 


Advertiser division: Ralph Starr 
Butler, General Foods Corporation, 
New York; William A. Hart, E. I. 
du Pont de Nemours & Co., Wil- 
mington, Del.; Leo Nejelski, Swift & 
Co., Chicago; Stuart Peabody, The 
Borden Company, New York; D. D. 
Richards, Sears, Roebuck & Co., 
Chicago; H. H. Rimmer, Canadian 
General Electric Company, Toronto. 

Advertising agency division: E. 
Ross Gamble, Leo Burnett Com- 
pany, Chicago. 

Business paper division: Mason 
Britton, McGraw-Hill Publishing 
Company, New York, and Mr. Al- 
drich. 

Farm paper division: Marco Mor- 
row, Capper Farm Press, Topeka. 

Magazine division: Fred W. Stone, 
Parents’ Magazine, New York. 

Newspaper division: W. J. J. But- 
ler, Toronto Mail and Empire; Ern- 

(Continued on Page 28) 
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October 24, 193, 


Townsend Urges 
Industry fo Spend 


More for Promotion 
Profit Path Cited by 


Co-Inventor of Evalua- 
tion Plan 


Chicago, Oct. 18.—American man- 
ufacturers are spending so much 
less than they should for advertis- 
ing that they are clogging the na- 
tion’s economic machine and over- 
looking staggering profit opportu- 
nities, W. S. Townsend, president 
of Townsend & Townsend, New 
York, told advertising and agency 
executives, research experts and 
newspaper and magazine men in a 
series of addresses here this week. 

Citing what he termed an ac- 
cepted formula for profitable manu- 
facturing operations, the head of 
the famous advertising evaluation 
house told of a recent survey of 
expenditures by 134 national ad- 
vertisers. Of these only two were 
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NAEA LISTENS TO TOWNSEND 


As the Newspaper Advertising Executives Association sat down to lunch, the 
camera caught (left to right) H. S. Conlon, Grand Rapids Press; W. S. Townsend, 
president of Townsend and Townsend and guest speaker; Col. Leroy W. Herron, 
Washington Star, and W. A. Thomson, of the Bureau of Advertising. 


spending more than they should for 
advertising; four were spending the 
proper amount; and 128 less than 
they should have. Mr. Townsend’s 
calculations were based on the fol- 
lowing formula: 

In order to operate at a profit a 
manufacturer must figure a dollar 
gross profit for every dollar of over- 


That campaign caused 
discussions are already 


chant craft. is a direct result of a campaign begun 


acious and safe anchorage for ships of the Pacifu 


COMPLISHMENT 
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work on the breakwater to be started in 1933 and completed last 


in 1931 by the Los Angeles Examiner. 
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Its value definitely recognized, 


year. 
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head (conversion cost only; cost of 
materials not included). 

Sales expense must be figured on 
the basis of two dollars for every 
dollar of expected profit, when 
goods are sold direct to the con- 
sumer, one sales expense dollar for 
every profit dollar when goods are 
sold through dealers; and 50 cents 
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| sales expense for every profit dol- 
'lar when goods are sold through 
jobbers. 

On this basis, which he de- 
clared is not theory but a proven 
budgetary setup in successful man- 
|ufacturing operations, Mr. Town- 
| send asserted that American manu- 
|facturers could realize 15 billion 
dollars additional profits in 1939. 
In order to achieve this mark, he 
explained, it would be necessary for 
them to add 10 billions in sales ex- 
pense, of which at least half should 
be advertising dollars. 

At the present time there are two 
people in sales and distribution 
work in this country for every one 
in production, he declared, and ef- 
fective advertising is the automatic 
sales tool necessary to enable the 
additional manpower to function 
properly. 

Mr. Townsend presented his story 
of the power of advertising before 
the Agate Club, Newspaper Adver- 
tising Executives Association and 
Chicago Chapter of the American 
Marketing Association. 


New Research Institute 


In addition to recounting the 
sales successes registered by ad- 
vertisers employing the Townsend 
method, Mr. Townsend revealed 
plans for a new expansion program 
which will make the system avail- 
able to a much wider field than 
heretofore. The Townsend Adver- 
tising Research Institute will be the 
medium for broadening the organ- 
|ization’s work. It will be limited 
to 100 members, comprising 20 
agencies and 80 advertisers, any 
one of whom may resign at the ex- 
piration of any 12 months. For 
$10,000, the institute will give train- 
ing in copy evaluation to two men 
in any member organization. An 
additional $5,000 yearly fee will en- 
title members to the results of 
Townsend research in copy and in 
new fields such as color and mar- 
kets. 

During his discourse on advertis- 
ing effectiveness, Mr. Townsend 
criticised executives who admit that 
they are not advertising experts for 
insisting on “a few changes” in 
copy. These changes, he insisted, 
often mean the difference between 
success and failure. He urged his 
audience to equip salesmen to sell 
/more advertising by giving them 
more facts. Advertised goods move 
much more rapidly than non-ad- 
vertised, 4.1 being the turnover for 
the advertised brand, 1.8 for the 
other, he said. 


A Depression Is Born 


He asserted that advertising can- 
not be reduced without reducing 
| sales as well and used General Mo- 
tors Corporation as an example: 
W. S. Knudsen didn’t know he was 
manufacturing a depression when 
he eliminated advertising, yet was 
soon forced to tell a Congressional 
committee that the company had 
been forced to lay off most of its 
workmen. 

“There’s a limit to the savings 
that can be made,” said Mr. Town- 
send, “but no limit to the profits 
derived from the selling side of the 
business. It is more hazardous to 
advertise too little than too much.” 

The necessity for continuous ad- 
vertising, he explained, is caused 
by the fact that the average man 
soon forgets 80 per cent of what 
you tell him. It is not what man 
knows, but what he thinks, that 
makes him act. The advertiser who 
wants the public to think of his 
goods must create the proper 
thought structure. 

“If you who sell advertising,” he 
advised media representatives, “will 
| do your part and equip your 
| salesmen to sell it more effectively, 
more people will have jobs, the 
| country will see more happiness and 
less distress, life will be more worth 
living and you'll sell more adver- 
tising space at a profit.” 


Ayling to Dorland 

John G. Ayling has been ap- 
| Pointed vice-president and director 
of marketing for Dorland Interna- 
_tional, New York. He was formerly 
with Standard Oil Company of New 
York in an advisory capacity on 
product marketing and sales man- 
agement. 
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Richards, Kinney 
Tell Meaning 
of Map Proposal 


Would Help Advertiser, 
They Assert at First 
ABC Session 


Chicago, Oct. 20.—One of the 
chief pieces of business before the 
Audit Bureau of Circulations was 
touched on by two speakers fhjs 
morning as the 25th annual conven. 
tion of the organization opened at 
the Stevens Hotel. Both Gilbert 
Kinney, vice-president, J. Walter 
Thompson Company, and chairman, 
American Association of Advertis. 
ing Agencies, and D. D. Richards, 
publicity department, Sears, Roe. 
buck & Co., urged adoption of the 
map proposal on newspapers. Sen- 
ator Arthur Capper cited the ABC 
as an inspiring example of practica] 
democracy in a world in which the 
totalitarian movement has gained 
strength. 

“The advertiser wants to know, 
in addition to what the circulation 
is, where it is,” said Mr. Richards. 
“In the case of magazines and farm 
papers, a breakdown by states gives 
him all the information he needs, 
since he is not buying local cover- 
age. 

“In newspapers, the advertiser is 
buying circulation concentrated as 
closely as possible to the point of 
sale. Outlying circulation is of some 
value to him, but he is interested 
primarily in the density of circula- 
tion as it is related to the point of 
publication. While each advertiser 
has to work out his own trading 
area, the ABC figures show him how 
far the newspaper goes from the 
point of publication and how far 
from his store he can expect to sell 
his merchandise.” 


Study of Circulation 

Mr. Richards said that his com- 
pany consults both maps and census 
reports in connection with news- 
paper circulation statements to 
learn to what extent, or to what 
percentage, a newspaper covers a 
county or counties around its stores. 
Sometimes outline maps are made 
so that the advertising department 
can see, in addition to where the 
paper goes, the shape of the trading 
area around the city of publication. 
“It is only because it would be 
helpful to our advertising office and 
to the newspapers whose coverage 
is studied,” he said, “that I have 
been among advertisers who hoped 
that the Bureau will provide a uni- 
form map already made up. Hun- 
dreds of papers are making maps 
now, but several different maps are 
sometimes issued by newspapers in 
the same city. 
“IT am for anything that makes 
the ABC report of greater value to 
(Continued on Page 30) 
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ade HIS map tells an illuminating story to farm buying power, because they fit the Even in this Midwest territory, where 
ent advertisers about the farm market. On particular type of farming in which their corn is the principal grain crop, conditions 
the it the U. S. Department of Agriculture readers are engaged. are so different that this region could not 
ing has plotted the different types of farming een be adequately served by any one paper. 
re carried on in each area. All-told, there are aa x4 , a il pe sy Page Segoe Ron Take the August 13th issues of the Midwest 
ie TWENTY-FIVE separate and distinct S oe 4 > Pe Sheng Be ~ annem papers, for example. They featured hybrid 
om 1 ag ye — problems as different as pee a 2 les Pcs pied a corn, that new development in agriculture 
nad i on ee state papers as subscribe for any national = Pn aaa mushels Yo com 
os Each individual farmer has only one place farm magazine, even though they can buy y ages 
od to make money. That is on his own farm. the latter for about half the price. And they If you will compare the August 13th is- 
wo The Iowa farmer cannot make money rais- renew their subscription to the state farm sues of the Midwest papers, you will find 
one ing cotton. The Illinois farmer cannot papers time after time, giving these papers that each treated the subject differently. 
; in make money growing oranges. These farm- a stable, seasoned circulation. Every un- It is that localized service that accounts for 
ers are not interested in articles about types biased survey among quality farmers shows the astonishing reader preference for state 
kes of farming which are not practical for them. they prefer their state farm paper from farm papers and that builds up farm income 
> to : : p 5 to 25 times over any national. and farm buying power for advertised 
Trying to edit a farm paper that will ap- products. 
= peal to farmers all over the country—in all Th —— : : 
the 25 major farming regions—is like trying at service is reflected, too, in the atti- 
ND to edit a farm paper in 25 different lan- tude of dealers. Thirty-six midwest jobbers 
guages. It just can’t be done. If it talks in asked 9,464 dealers which farm paper had 
one language, it is a dud in the other 24 the most sales influence on their farm pros- 
regions. If it falls back on fiction and gen- ern mage d wg SF amg voted Fn a 
a. s oer h choice to their arm paper. Only 
eralities, it doesn’t ring the bell anywhere 10% voted for one or another of the five 
Only state farm papers can talk to the National farm papers. 
farmer in his own language. That is why Tear out this map and keep it in your 
p ——. peo’ sa hag area the farm advertising file. Its plain, unbiased 
ao publications in “americas farm facts tell you more about the farm market 
omes. than a whole drawer full of competitive 
Every issue of every state farm paper is sales generalities. 
full of localized, practical, usable informa- sak athe tae etieel atdeis 
tion that fits the farmers of that state. It is of this map, we will gladly comre & 
the state farm papers that build up greater for you from the U. S. Department of 
Agriculture. Write our nearest office. 
1S CHICAGO: 6 N. Michigan Ave. DETROIT: 542 NewCenterBldg. SAN FRANCISCO: 1548 Russ Bldg. NEW YORK: 250 Park Ave. 
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o- i.e titude toward newspaper advertis- | newspapers. H 
C riticize Fore e d ing in general. “Eleven representatives visited a > Comply Pend. 
; 1 Mr. Kynett remarked that he|me one morning,” he recalled. “I in uling 
a Combination Rate knew of one major advertiser so| checked each of them on the time g 
r : disturbed by combination rates|they devoted to their own news-| Chicago, Oct. 18.—With the ney 
_ Chicago, Oct. 20.—Improved co- that he had considered avoiding all| paper and on that they used up in| federal wage and hours act sched. 
a operation between agencies and newspaper copy for his product. criticizing competing newspapers. uled to become effective next Mop. 
? newspaper publishers can do much “Eight out of the eleven spent|day, members of the Inland Daily 
to increase national advertising lin- Forced Circulation Bad more than half their time on these|Press Association, meeting here to. 
i age for the latter, H. H. Kynett, of ; mee ‘damnation factors,’ or in criticizing|day, confessed considerable curi- 
ag ae the Aitken-Kynett Company, Phila- Forced circulation is never as re-| .ompeting newspapers.” There are | osity as to how it might affect news. 
a) a delphia, told the Inland Daily Press sponsive to advertising as natural] .jco too many representatives, Mr.|paper publishers’ operations. Ad. 
a Association here yesterday. circulation, he added, and thus may Kynett said, who confine their sales|ded to this question was one as t) 
ih. a Mr. Kynett’s address on “Agency 


recommendation was based on three | Ply for this high power. ay 
Exclusive R ‘ reasons, which were, in brief, that | hearings oy held —— eg 
or mn xclusive Kepresentatives: icant’ ; _|summer on this matter alone, Dé- 
Mosr of us here at Free & the wheat from the chaff. They | WGR-WKBW ....... nuftato ||| € applicant's proposed experimen f iderati f the WLW case 
: ; ; | wWCKY ''""""Gieimnatt || tal research program does not re-|!0re consideration of the 
i, Peters, Inc., are fairly young know that we will not sponsor WHK-wC LE “Cleveland | quire the use of 500,000-watt power | Was begun. 
; é % ’ oe ll el ne rates ...Columbus | : : . 
a b men, but don't forget that we chicken-wit projects that are woo . Davenport Pat gy fe: gpg cone 
ox; , : : : 7 ; HO ..... -Des Moines ribution to e radio art; that in 
are pioneers in radio-station rep- doomed in advance to failure. aie wee °° Ft. Waene the light of the adverse effect upon ATTENTION VALUE 
resentation—have a more varied They know that we have learned hg a ‘Maness oy : reception of WOR, Newark, N. 
i ee" * Sense 206 oi . and the uncertainty as to the 
s 2 — — — ; WTCN ianenpenas, Paul 4 ; _ 
and more intensive experience from sheer expervence (not even IAs 6 wes.gas + sanaeae Peoria economic effects generally of such 
in radio than any other firm we to mention such things as in- xSD. ‘Phitadeipnia ||| superpower operation, caution 
, , ; Ra: Syracuse ||| Should be exercised by the commis- 
ow about. tegrity, or sincerity h: . : | poping ; wth 
kn about £ ty in ty) by at the | WRKBN TETTTaTry Youngstown sion in extending experimental au- 
best way to sell radio is to help |, Southeast thorization where no compelling 
, . er . " wesc . .. Charleston j rs . 
That's one reason so many make radio sell merchandise. WIs ... Columbia | reason for it has been advanced; 
uneten and advertisers have  WPTF Raleigh ||| and in view of the factors listed, 
agencies and advertisers ha | WDBS . ces eeeees . Roanoke || public interest, convenience and ne- 
come to trust Free & Peters as As pioneers in this business, we || ‘Southewest cessity will not be served by grant- 
; ; KTAT Ft. Worth || ing of annlicati 
they do the experts of their own offer you that kind of help. We SN -6.0%» Gedesedeobunt 62 Tulsa g of the application. 
aden asf dagpste : Pacific C The committee recommendation 
organizations. They know that believe it’s the only kind you KOIN-KALE ” portiana ||| Superpower further complicates 
‘. F. & P. have learned to separate need or want. KSFO ..San Franeiseo ||2n already badly muddled situa- 
; KVI Seattle-Tacoma || tion in FCC quarters, now strife- 
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Cooperation of 
Agency, Publisher 
Held Linage Spur 


IDPA Hears Kynett 


Relations With The Newspaper Pub- 
lisher” was part of a two-day ses- 
sion in which the proposed map 
plan of the Audit Bureau of Cir- 
culations, the United Front drive 
and the wage-hour act were major 
subjects. The IDPA will not elect 
officers until its winter meeting. 
Mr. Kynett emphasized that, while 
most agencies believe in the news- 
paper as a basic advertising medi- 


INLAND SPEAKER 


um, their use of this medium is 
hampered because the publishers do 
not fully understand the agency’s 
task. 

Too many newspapers, he de- 
clared, place undue stress upon 


their milline rate, which Mr. Kynett 


termed “obsolete as a true meas- 
ure of market cost.” 

Forced combination rates and 
forced circulation were also criti- 
cized by Mr. Kynett. Many agen- 
cies, he said, frankly consider the 
forced combination a “pain in the 
neck.” This feeling, although it 
may be specifically directed against 
the newspaper or newspapers ulti- 
izing such a practice, is quite likely 
to influence the space buyer’s at- 


do the newspaper more harm than 
good in lowering the space buyer’s 
opinion of the newspaper’s pulling 
power. 

Advertisers, he said, can some- 
times be criticized for demanding 
an abnormal amount of merchandis- 
ing cooperation from the newspa- 
per. Much of this cooperation is of 
a type which works out poorly for 
the advertiser, he commented. Such 
cooperation as the newspaper may 


extend, he declared, should be based 
on “a compilation of facts against 
which the advertiser can apply his 
own ability.” Advertisers must not 
expect the newspapers to perform 
the entire selling job on their prod- 
ucts. 

Mr. Kynett also remarked that 
the “damnation factor” in sales ap- 
peals used by newspaper represent- 
atives can work considerable harm 
to a general sales appeal for all 


appeals to a single question, “Are 
we on the schedule?” 


WLW Faces Fight 
for Renewal of 
500,000-Watt Power 


Preliminary Report Indi- 
cates FCC Will Turn 
Down Plea 


Washington, D. C., Oct. 19.—Final 
decision on the application of Sta- 
tion WLW, Cincinnati, for renewal 
of its 500,000-watt license this week 
remained uncertain, following is- 
suance of a preliminary report by a 
special three-man committee of the 
Federal Communications Commis- 
sion recommending that the appli- 
cation be denied. 

According to FCC procedure, the 
recommendation has the same status 
as an examiner’s report. It is not 
final. Normally the applicant asks 
for oral argument at which time 
both he and intervening parties pre- 
sent their arguments before the full 
commission. Thereafter the com- 
mission meets in executive session 
and decides whether the applica- 
tion shall be granted or denied. 
WLW has not yet asked for oral 
argument on the preliminary deci- 
sion but is expected to do so shortly. 
Final decision is expected within 
two months. 


See Precedent Established 


The three-man committee, con- 
sisting of Commissioners Norman S. 
Case, T. A. M. Craven and George 
Henry Payne, unanimously recom- 
mended that the application for 
further experimental use of the 
500,000-watt power be denied. Their 


torn by reports of a wholesale per- 


Publishers Await 
Word on Application 
of Wage-Hours Ad 


Inland Press Group Ad. 


whether it would apply at all t 
newspapers. 

The administrator for the act has 
not yet ruled on this point, although 
such a ruling is expected to be 
forthcoming within the next few 
days. 

A legal point of view was offered 
an open forum session of the In. 
landers by Robert C. Bassett, at- 
torney of Green Bay, Wis., and gen- 
eral counsel for the Wisconsin Daily 
Newspaper League, who asserted J 
that this act “assumes a new and 
different picture of the United 
States Supreme Court” than has 
previously existed. 


Likeness to NRA 


Mr. Bassett compared the act to 
the well remembered NRA and pre- 
dicted that, like the NRA, its con- 
stitutionality has to be ultimately 
decided by the Supreme Court. 

He counseled publishers to com- 
ply with its terms, but to refrain 
from admitting its application to 
their business pending a decisive 
ruling on this point. 

A major question is the consid- 
eration of a newspaper as interstate 
commerce. However, Mr. Bassett 
added, laws applying to interstate 
commerce may also apply to such 
intrastate commerce as _ indirectly 
affects interstate commerce. 
He criticized any possible plans 
that publishers may have toward 
setting up separate establishments 
to handle the “interstate portion” 
of their business, such as circula- 
tion outside the state or purchase 
of raw materials from outside the 
state. Such tactics as these, he 
said, will be ineffective in altering 
the consideration of newspapers as 
interstate commerce, if it is s0 
ruled. 


will recommend denial of these ap- 
plications at this time. The same 
committee is in charge of the pro- 
posal to change broadcasting rules 
which would permit stations to ap- 


sonal housecleaning launched last 
bes by the dismissal of Hampson 

Gray, general counsel, who former- 

, IN¢ a ‘ly was a member of the commis- 


,sion himself. 
ne r. (and FREE, JOHNS & FIELD, INC. _ The WLW case is considered one 


x | of the most important ever to come 


. wi Pi ” F $ bi ” ‘ bi |before the commission. Applica- 


tions of 15 other stations for use 

|of the same 500,000-watt high 

CHICAGO NEW YORK DETROIT SAN FRANCISCO LOS ANGELES ATLANTA | POWer are now also pending. The 
188 N. Michigan 247 Park Ave. New Center Bldg. One Eleven Sutter Cc. of C. Bldg. 
Franklin 6373 Plaza 5-4131 Trinity 22-8444 Sutter 4353 Richmond 6184 


PRACTICAL BUILDER'S 70,000 buildies 
contractor readers provide manufacture” 
most direct method of contact st 

cost with largest bona fide list. (Adver 


tisement.} 


Bona Allen Bidg.|2°tion taken in the WLW case 
Jackson 1678 | WOuld indicate that the committee 
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in all classes of institutions 


. Hotels... Schools . . . Colleges . . . Hospitals 
... Sanatoriums ... Restaurants . .. Office Build- 
ings... Clubs . . . Dining Car Systems . . . Gov- 
ernment institutions . . . Steamship lines . . . Out- 
fitters or Jobbers . . . Asylums, etc. 


© ys 55,000 copies monthly of INSTITUTIONS are capable of directing 
your advertising message to the all-important RIGHT MAN .. . the man 
in each of the groups listed above (also see circulation statement) who is actually 
interested in your products ... the man in the outfitting or jobbing organization 
through which institutions buy .. . the man who can say "YES" when it comes to 
the equipping, furnishing, decorating, maintaining and remodeling of his institu- 
tion. Reaching the all-important RIGHT MAN through INSTITUTIONS is ade- 
quately assured because our half-century of publishing background has taught 
us the correct method of securing, developing and holding reader interest. 


INSTITUTIONS reaches the all-important RIGHT MAN, in all classes of institu- 


tions, who is responsible for satisfying the daily want-desires of millions of dis- 
criminating people. It is the equipment-minded man who reads, knows and relies 


on INSTITUTIONS. 


A PLANNED EDITORIAL POLICY 


Editorially, the purpose of INSTITUTIONS is to know and 
serve its readers. And in so doing, there has developed 
an intense, appreciative reader interest. This is conclusively 
evidenced by the huge number of inquiries and comments 
received by our Readers’ Service Department. 


A SALES PRODUCER 


Not only does INSTITUTIONS promote the actual sales of 
products for the advertiser by keeping its readers informed 
of modern institutional practices . . . but it produces thou- 
sands of inquiries relative to new and improved products, 
which pave the way for additional sales prospects. 


_ 
| Ba 


The low cost of reaching all 
the buying and specifying fac- 


tors in institutions through one 
medium makes it possible for 
* manufacturer to carry on @ 


2 9 Page Stand. % page 
3%:x10” or 7x4%”".. 240 

39 Page 1 column 
errr 335 
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fvertising Agency CIRCULATION © 


dominating advertising cam- Schools and colleges.... 3,269 
a with a FLA a cme FO eye “4 6,048 
or inst t ‘ A . ools for de 
_ size 10%x15%) "anew only Complete Circulation Statement 2 ‘lind, megteane, ote.. + 1,882 
95 on 12-time schedule. ; Jails, houses of correction. 
This rate is just a little more and Rates sent upon request. penal institutions .... 3,241 
than the price of a 1¢ stamp ° 4 Government institutions. 639 
per reader. A budget-conscious : Restaurants ........... 12,492 
manufacturer can reach the : ‘ ; Building owners and 
entire Scié—biasioes all —< a mogseere pees bes oe: 3,094 
Utions—for as little as 7 ; eal Estate departments 
per month on a 12-time sched- ( Audited-by CCA) z of inourance companies 76 
ule teamship lines an 
ONE-TIME RATE ! » dining = systems ay jan 
1/18 ‘ ower and gas compan 28 
BS te es ..§ 78 * Outfitters or jobbers, and 
19 Page Standard % their salesmen....... 3,610 
page 354%4%” _ 135 a Institutional departments 


49 Page Standard page EQUIPPING « F FURNISHING « “DECORATING « 6 © MAINTAINING - REMODELING — 


BACKED BY 50 YEARS OF EXPERIENCE 


In its 50th year of publishing service, DOMESTIC 
ENGINEERING COMPANY provides the background and 
experience in securing, developing and holding reader in- 
terest, which enables INSTITUTIONS to fulfill all basic qual- 
ifications for the effective institutional advertising medium. 


CONSULT YOUR ADVERTISING AGENCY 


By consulting your advertising agency, you receive the bene- 
fits of the accumulated knowledge of a highly specialized 
service. Therefore, before you advertise in the institutional 
field, consult your advertising agency regarding the monthly 
publication INSTITUTIONS. 
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Shavemaster Fetes ONE YEAR OLD Suntial Gemnant euaneael Ge ci Gillette Sets 920 
>. a . « ply “this is the only advertisement 
First Birthday En REE A ER Re that will appear this year.” 


. 
The anniversary advertisement, p f 
which will appear Nov. 12, uses the as rice or 
same type of layout to tell the story 


P * 
nein nag on gaan wis New Flectric Razor 


with Special Copy 


Chicago, Oct. 21.—Chicago Flex- 
ible Shaft Company today disclosed 


per line as the national 


rate deserves top men- plans to celebrate its Shavemaster’s uP , 
+i by ANY first birthday with an “anniversary” While United Airlines and Ameri- 

— _— page in The Saturday Evening Post = Airlines — prociaim the re- Boston, Oct. 20. —Reversing the 
paper that can deliver aad special copy in Life and Time spective merits of their systems,|trend toward lower prices in thy 


they apparently agree on the Shave-/electric razor industry, Gillet, 


375,000 such respon- occasioned by two major airlines’) i cieieees -—— _|master’s virtues. This is borne out| Safety Razor Company will Pric 
acceptance of the electric shaver as Que Yeu has Gated ce 


j d ; , in new copy which will announce] its new dry shaver at $20, it Was 
sive readers as ours standard equipment on planes. This | Our first advertisement on Sunbeam Shavemaster |acceptance of the Shavemaster as| announced here this week. The 
copy is in addition to the 0 ys ke sauna arlene acts standard equipment on commercial} new electric razor will be intr. 

magazine schedule being used for| !ss"eesccace Stibe so . |planes of both lines. duced in an extensive national a4. 

CHICAGO HERALD a — Sr oe ee, Separate insertions will be used | vertising and merchandising fa 
The advertisement in e Post| =::- 1 - — a: for these testimonials, each being | paign. : 

AND EXAMINER will be closely identified with a full | ‘~-:css-= : _- |restricted to mention of but one air| Company officials express 
page used in that magazine one year iret seates ‘: line. These insertions, however, | confidence that business condition, 

a _ ee a .¢2= <%=. |will be of column length and will | now warrant introduction of a pr. 

Spb Gonmeadt ovo tod ole tue pan oa appear on the inside and outside of | cision-built, quality shaver at th; 

the same page in the Nov. 14 issue | price. } 

Bee of Life and the Nov. 28 Time. Full page copy in four colors wij 

Sunbeam SHAVEMASTER There will be no change in Shave- | appear in the December issues 


— master’s price, A. E. Widdifield, ad- | Collier’s, Esquire, Fortune, Lite 
vertising manager, declared, adding| The Saturday Evening Post an; 
This “anniversary'’ copy will appear next |that the company’s views on this| Time. Black and white copy wi! 
month in The Lenineinen dl potas Ae Post. |factor remained unchanged. As|be used in the December issue oj 
ae I : previously reported, Flexible Shaft | Vogue, and in the January issue oj 
ago to announce the shaver. At that| believes that its present $15 price | Cosmopolitan. Maxon, Inc., is the 
time, Flexible Shaft pictured its|is justified and that it is not likely | agency, Louis Maxon and Seark 
new product and told readers of the|to shift for some time to come. | Hendee, account executives. 
Current reports give the product Features of the new product are 


sales leadership in the field, and|exclusive double - action cuttin, 
while no comparison with last year’s | head; goose-neck construction ep. 
\ / 4 figures is available, the company | abling the user to shave at a na. 


. 7 views the future with considerable | tural angle; modern design to fit the 
Chicago s optimism. hand comfortably; high speed 


y, NE S ' Perrin-Paus Company is the eed 6 dae for shaver pro- 

x agency in charge. vi “4 : urable metal —_—— 
GREATER AD-TENTION WSpaper: | po breskable mirror and re 
This title has been wall hanger for shaver and shaver 


VALUE is offered by Chicago's citad te eatin iy) 75, 000 a 
\\l Ivy in LOCAL news—in 7 Simmonds Expands 
only morning APR, tabloid. which field the Herald CIRCULATION || cago agency, has moved to ings 
— ne eee IN THE NATION'S || iW. gungent, formerly sales man 
T Add this fact to the facts — SECOND MARKET | ising Service, St. Paul, has joine 


its greatest morning 


// jeg A as rece ME mag 
as orporation, i , has 
that its 375,000 circulation non ne Walloch ns glow \ sre: coronas, gia, 


count. 


CHICAGO HERALD Joins Bigelow-Sanford ; 


C. Carroll Cooper has been ap- 
AND EXAMINER pointed advertising manager of 

: a Bigelow-Sanford Carpet Company 
New York. He formerly held the 
same position with Tomlinson Fur- 
niture Company, High Point, N. C 


is primarily city 4S CHICAGO HERALD 


= 


AND EXAMINER 


and suburban. . . 


ee and | Gets Winner House 
Poe yy, ll ' a Grant, ee 
as bee é int advertising 
that these readers ( #2 haobill// THIS WAS THE FIRST comecl tec Tue Wiese tam 
. Berne, Ind., manufacturer of chil- 
° LAW OF PROFITABLE SPACE BUYING... dren’s garments and play suits. 
are a youn oind- aes eames 
y gg g Three to Hicks 


Hicks Advertising Agency, New 
York, has been appointed advertis- 
ing counsel for Myra Joy Products 
Atlanta Knitting Mills and Madison 
Mfg. Company. Francis Marquis } 
account executive. 


places-doing-things | 


group of spenders $ $ $ $ $ 


...and that its national rate 
COMPLIMENTS 
OF A FRIEND * 


is only 40c per line ¢ ¢ ¢ ¢ 


— 4 Yee ay -" 


It has become a fundamental with all business men u . 
to buy on a rising market. The Herald and Examiner, Thal Ltlle 4ONMma 

CHICAGO’S ONLY MORNING TABLOD, offers just Fae itn hs 
| | such a sound advertising buy. Its circulation has 


* * * * * * | | jumped 50,000 in a few short weeks—to better than Lat Monday Ashallede 


375,000. Its national line rate is only 40c. . ‘ 


you've GOT something there! 


HERALD AND EXAMINER adllig battle sald, 
Chicago’s NEWSpaper! 


® HERALD AND EXAMINER 


Chicago’s NEWSpaper! | 


Pa. a . 


oe a 3 Hk (Name of this big State 
ane ape NATIONAL REPRESENTATIVES = | _ NATIONAL REPRESENTATIVES ot Sheng etingh uaa 

> = TARO ‘NEWSPAPER ADVERTISING SERVICE : oo NEWSPAPER ADVERTISING SERVICE 
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Ye Like a Blue Book of Amer- 

ican commerce reads the list 
of more than 440 companies which 
have asked for and received con- 
structive package criticism from 
the Packaging Council sponsored 
by Packaging Parade. 


ACT I tuntronted with a 


. The editorial aim of Packaging Parade is to assure performance 
peculiar or unusual packaging aa 


of the package at the point-of-purchase: not simply to glorify it 
as a work of art. 


—— 


problem upon which he and 
his organization feel the need 
for expert advice and recom- 
mendations. He fills in the 
questionnaire inserted in every 
issue of Packaging Parade 
and sends it, with specimens 


of the packages, to the editor 
of Packaging Parade. A 
physical demonstration of 
reader interest and action. 
The editor, in turn, submits 
the subjects to the publica 
tion's Packaging Council. 


ACT Ill Here is the man- 


ufacturer in 

itly studying the pages of 

wkaging Parade upon which 

Council's report on his 

ackage appears. Packaging 

uncil findings are reported 

lv in the pages of the maga- 

so that other readers 

th the same or similar prob- 
may be benefited. 


Henorsbic Uration te 


yr > 
Jackaging ‘ ) ae A 


ACT II The Packaging 


Councilin 
monthly session with pack- 
ages, shipping containers, 
labels and sketches which 
have been submitted fer 
individual and collective 
analysis and report. The 
Council, sponsored by Pack- 
aging Parade, is made up 
of men who are expertly 
qualified to render wn 
prejudiced opinions and 
recommendations, 


The Packaging Council, composed of recognized authorities on 
packaging, is one outstanding means by which Packaging Parade 
assists its readers in the development of practical and attractive 
packages that will increase sales. And here is the twist that 
guarantees maximum reader action— the Council’s recommenda- 
lions appear only in the pages of Packaging Parade. 


When you buy, WHAT do you buy? 


You insist upon proof of reader interest. Packaging Parade is a superior “buy” 
because it can supply such proof and it is positive proof. All eyes are focused 
upon its interesting pages to study the Packaging Council reports, and its other 
practical and original features. 


The Eyes of the Men Who Pay the Bill 


Packaging Parade’s circulation consists only of men in authority—general execu- 
tives, purchasing agents. general managers. production superintendents, sales man- 
agers, designers, ete. These men actually draw the specifications and pay the 
bills for 90 percent of the packaging operations in the United States—the men 
whom advertisers must sell. This is what Packaging Parade offers advertisers 
vigorous reader action from the nation’s choicest audience. Over 10,000 circula- 
tion. in 9.100 plants, to the men you want to and must reach. 


Send for complete data and rate card. 
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ABC Must Measure 
Quality, Too, 
Says Wachtel 


Chicago, Oct. 20.—The Audit 
Bureau of Circulations has erred in 
confining itself to quantitative 


measurement to the exclusion of 
quality, W. W. Wachtel, president, 
Calvert Distillers Corporation, New 
York, told the ABC luncheon meet- 
ing at the Stevens Hotel today. 
This failure to consider the sig- 
nificance of quality—what’s be- 


tween the covers—creates a 
nerable position, he asserted. Mr. 
Wachtel made the startling state- 
ment that he could use radio if he 
desired to do so, but has refrained 
because of the existence of a big 
dry element in the United States. 
The head of the big distilling 
company is one advertiser who 1s 
not concerned about methods used 
in acquiring circulation. On the 


contrary, he said that he thanks 
heaven for the magazine salesman 
who sold his grandmother a $100 
china set, subscriptions to several 
magazines and a set of Shakespeare 
for $27. The latter, at least, pro- 


Fee ars ote » eere 
te 


Fait 


vided him with a liberal education. 

Free circulation, he continued, is 
not necessarily bad circulation. He 
qualified all of these remarks, how- 
ever, with the statement that he, 
as an advertiser, does not wish to 
bear the burden of this prodigality. 

Reverting to the question of qual- 
ity, he said that length of circula- 
tion is not enough. Depth also 
counts, and unless the ABC essays 
to measure this dimension, some 
one else will, he declared. 

“You have established many 
standards,” he said, “and you must 
establish a new one—reader inter- 
est.” 


it has won immediate, overwhelming 


SUCCESS 


with New Subscribers: 


11,200 new subscribers had signed up for Harpers within three weeks 


after the appearance of the October issue 


cover and new features. 


with Newsstand Purchasers 


the first issue to carry the new 


The newsstand sales of Harpers Magazine have jumped overnight, push- 
ing the year’s steady gain of 15% to a new high. 


with Regular Subscribers 


Letters of congratulation and commendation have poured in in a flood 
ever since the appearance of the October issue. “Better than ever before 
—exciting reading from cover to cover” is the consensus of opinion. 


with Advertisers 


Advertisers and agencies everywhere are expressing approval and show- 
ing increased interest in the faster tempo of the Magazine. 11,200 new 
subscribers, and more to come, give advertisers a fat BONUS CIRCULATION, 


The New Cover, New Features, New Promotion 
Have Stepped Up Everybody’s Interest in 


Harpers 


MAGAZINE 


Read by the Leaders of the Country 


Dramatic Story 
of Advertising to 
Counteract Attacks 


Sokolsky Series to Ap- 
pear Under Sponsorship 
of ‘Liberty’ 


New York, Oct. 21.—A dramatic 


‘| presentation of the role advertising 


has played in the development of the 
American standard of living will be 
started by Liberty in its Nov. 5 is- 
sue, through a series of articles by 
George E. Sokolsky setting down 
simple, colorful facts which debunk 
many of the insidious attacks di- 
rected against advertising in recent 
years. Official announcement of the 
purpose and scope of the series will 
be made by Macfadden Publications 
ata dinner next Tuesday evening at 
the Waldorf-Astoria. 

Discussing the need that brought 
the factual presentation into being, 
Fulton Oursler, editor of the maga- 
zine, revealed that it was his own 
ll-year old daughter who came 
home from school to proclaim the 
conviction that advertising is un- 
truthful, that it makes people buy 
what others want to sell, that it in- 
creases the cost of products. When 
questioned, the child said her teacher 
had given her this information, 
which “he read from a book about 
human beings and guinea pigs.” 

Stirred by such propaganda and 
convinced that the true story of ad- 
vertising’s contributions should be 
made available to the American 
public, Mr. Oursler assigned the task 
of framing the facts to Mr. Sokolsky. 
Incidentally, in reviewing attempts 
to date to counteract anti-advertis- 
ing teachings, Mr. Oursler paid 
tribute to the study of the consumer 
movement sponsored by the Crowell 
Publishing Company. 


Use Case History 


Instead of talking in terms of ab- 
stract economics, Mr. Sokolsky 
tackles his assignment with a view 
to setting down his story in the sim- 
plest possible terms, based on spe- 
cific case histories which are imme- 
diately recognizable to consumers 
everywhere. The first such history 
concerns the orange _ industry. 
Others will follow. 

“When we were children,” he 
says, “we were lucky to get an 
orange a year in a Christmas stock- 
ing; and when we did get it, it was, 
more often than not, stunted and 
speckled and sour and full of un- 
chewable pulp. 

“If it hadn’t been for an educa- 
tional advertising campaign begun 
30 years ago by a group of Califor- 
nia fruit farmers and still carried on 
by them and the equally progressive 
Florida growers, our oranges would 
be, in quality and quantity, very like 
those of our childhood, if indeed, we 
had any oranges at all.” 

The author then offers a fascinat- 
ing story of the birth of the orange 
industry in California in 1873: how 
for seven long years an imaginative 
wife of a farmer braved the jibes of 


her neighbors as her scrawny fruit 
| trees wilted and remained barren; 
|} and how in 1880 the “almost per- 
|fectly round seedless fruit of a 
| golden hue, beautiful to look at and 
sweet to taste” blossomed into 
| reality. 


Industry Grew Rapidly 


From that point on, in rapid suc- 
cession, Mr. Sokolsky relates, came 
the development of the Valencia 
orange and the recognition by the 
growers that “neither mass produc- 
tion nor mass distribution of a prod- 
uct does you or me any good if we 
don’t know that the product exists. 
It must be available. That’s adver- 
tising.” 

“Without mass education, which 
is another name for national adver- 
| tising, mass production and mass 
distribution are like a fiddle with- 
| out a string,’’ Mr. Sokolsky observes. 
| ““The old European world which had 
|} no advertising waited tens of cen- 
turies to discover that there was silk 
(Continued on Page 28) 
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Spur Fluorescent | 
Lighting with 
Joint Campaign 


Cleveland, Oct. 20.—Manufactur- 
ers of fluorescent lighting equip- 
ment have come to agreement and 
are ready to launch a cooperative 
advertising and sales program 
starting the latter part of Novem- 
ber, it was disclosed here today, 
with the indication that the plan 
of operation will be very similar to 
that of the I. E. S. Better Sight 
lamp makers. 

Representatives of tube, trangs- 
former and socket companies haye 
been considering the proposed 
setup for several weeks. The last 
meeting was held in New York, 
October 6, with about 60 manufac- 


turers attending. Specifications, 
worked out in conjunction with the 
Electrical Testing Laboratories, 


were read and discussed at that 
time by M. D. McDonald and W. F. 
Little of the Laboratories, E. D. 
Stryker of General Electric Com- 
pany, and J. F. O’Brien of West- 
inghouse Electric & Mfg. Company 
—the two Mazda lamp makers— 
and Col. F. C. Foster of the Foster 
& Davies advertising agency. Con- 
tracts on the program were sub- 
mitted and signed. 


Starts in November 


The campaign, which has been 
endorsed with considerable enthu- 
siasm, is expected to get under way 
next month. According to agree- 
ment, the Electrical Testing Lab- 
oratories will handle and enforce 
the standards. Auxiliaries for the 
operation of fluorescent lighting 
will all carry the certification em- 
blem of the Laboratories. A charge 
of 10 cents per certificate will be 
levied to finance the advertising 
and promotion program. Tube 
manufacturers will lend strong 
support to the campaign. 

Trade papers in fields presenting 
the greatest potential market will 
be employed at the start to tell the 
story. Fluorescent lighting will be 
proposed for show windows, coun- 
ters, cases and display spots in 
specialty shops, beauty parlors, 
cocktail bars, night clubs, theaters 
and hotels. Those connected with 
the cooperative program believe 
that the production and sale of 
fluorescent lighting will soon sur- 
pass the million-a-year record of 
lumiline lighting tubes. 

Although the initial drive will be 
made in the commercial field, there 
is a possibility that the campaign 
may later carry over into the resi- 
dential field where fluorescent 
lighting will be proposed for bath- 
rooms, powder rooms, etc. New 
lighting fixtures can be offered for 
the home to combine fluorescent 
tubing and mazda lamps. 

Hitherto, fluorescent installations 
have been experimental and tailored 
to the job because complete units 
have not been available. 

Foster & Davies, of Cleveland, is 
the advertising agency in charge 


— = = = ~— — 


Thousands of ready-to-use illustre- 
tions, on all subjects, are available 
for your inspection. Write, wire oF 


KAUFMANN & FABRY CO. 
425 S. Wabash Avenue e Chicago 
Telephone Harrison 3135 


106 West 43rd St. NEW YORK. 
Phone Bryant 9.6682 
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ADVERTISING AGE 


Now is profit planning time 


and hore i specific data to help you 


by is the planning season 
for advertising men. It is the 
time of year when planning 
boards and strategy committees 
discuss and decide what shall be 
done next year to hold and in- 
crease business. . Questions are 
sharp and to the point—are we 
getting the most out of our sales 
and advertising appropriation? 
Can we do a better job next year? 

It is a good season to re-exam- 
ine the fundamentals of advertis- 
ing and of markets. Look at New 
York, for instance, with a cold 
and appraising eye. Do you know 
where your advertising does the 
most good here? Do you know 
how a re-direction of your adver- 
tising pressure may realize a 
greater profit-potential ? 

For over a year now, The New 
York Times Market Research De- 
partment has applied itself to 
answering these questions. Its 
findings may help you, as they 
have others, in New York. 

Studying retail sales of dozens 
of different products —chiefly in 
the grocery and drug store fields 
—our Market Research Depart- 
ment has discovered that a single, 
fundamental principle underlies 


the marketing of advertised prod- 
ucts in New York. 

Simply stated, that principle is: 
advertised products, regardless of 
kind or price, sell with greatest 
velocity among above-average-in- 
come families. 

Corollary to this is the finding 
that there are enough above-aver- 
age-income families in New York 
to comprise a major volume mar- 
ket. Because selling this market 
entails a more economical opera- 
tion (distribution is higher, stores 
are fewer, sales per store are great- 
er) it is the most profitable volume 
market available: 

A specific example of what this 
means for the advertiser is this: 
80% of the total sale of the four 
best-selling toothpastes in New 
York City is made among 54% 
of the families — those in the high- 
and medium-income groups. 

Conducting a somewhat differ- 
ent investigation, the U. S. De- 
partment of Labor (in its recently 
published Consumer Purchase 
Survey) provides important cor- 
roboration for our Market Re- 
search Department’s conclusion. 
The Consumer Purchase Survey, 
available for New York as well as 


a number of other cities over the 
country, gives a detailed picture 
of family expenditure by income 
groups. It shows that markets im- 
prove for advertisers as the income 
of the families comprising them 
improves. For instance, 70% of 
the total expenditure made by 
New York City families is made 
by one-half the families —the up- 
per income half. 

When they begin to give these 
principles practical application, 
many advertisers will see that they 
differ sharply from one line of 
thinking that has become rather 
widespread in advertising circles. 
They will see that advertising is 
not necessarily marked for success 
merely because it reaches a large 
number of families. It must, 
rather, reach families plus pur- 
chasing power. 

Before you make up the final 
draft of your selling plans for this 
market next year, why not let us 
supply you with the market facts 
which should help multiply the 
effectiveness and reduce the cost 
of your New York operations? 
The specific data in our Research 
Department files are sufficiently 
comprehensive to be of material 
assistance in drawing up advertis- 
ing plans for almost any staple 
product. Write us today. 


The New Pork Cimes 


“ALL THE NEWS THAT’S FIT TO PRINT” 
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One-Third of 
Nation's Sets Tuned 
in on Series 


New York, Oct. 20.—One out of 
three of the nation’s radios was 
tuned to the 1938 World Series, 
broadcast by about 450 stations of 
the Columbia Broadcasting System, 
Mutual Broadcasting System, and 
National Broadcasting Company on 
a sustaining basis, according to a 
survey by the Cooperative Analysis 


v 


New York teams, attracted only 25 
per cent of the total listening audi- 
ence. In the series just ended, in- 
volving the New York Yankees and 
the Chicago Cubs, the final game 
on Sunday proved most popular, 
with 38 per cent of the sets tuned 
to the series. Saturday was second 
with 33 per cent, followed by 
Wednesday’s opener with 32 per 
cent and 30 per cent on Thursday. 

The networks were unable to 
find a sponsor this fall, presumably 
because Commissioner Kenesaw 
Landis decreed that the program 


of Broadcasting. 
The 1937 series, between the two 


must be made available to any sta- 
tion that wanted it, thus making 


Department Store Sales 
Records Make Salt Lake 
City the Bright Spot 
of the West ... =. «= 


District. 


the cost exceptionally high. Ford 
Motor Company was the sponsor in 
1934, 1935, and 1936. Although 
Ford did not sponsor the 1937 se- 
ries broadcast the company paid 
$100,000 for failing to take up its 
option. 


Two Join “Journal” 


Robert Lee Kidd, Jr., formerly 
with the Times-Democrat, Altus, 
Okla., has joined the Daily Journal, 
Blackwell, Okla. Ted Teterick, 
formerly with the State Journal, 
Topeka, Kan., has joined the Black- 
well Journal as advertising man- 
ager. 


department store sales were off only 3%, 
compared to 8% 


decline for the rest of the 


This market that’s ahead of the field can 


be and is being influenced by an adver- 


People are buying at a “good times” rate 
in Salt Lake City. So says the latest report 
covering department store sales in the 12th 


metropolitan 
Federal Reserve District: 


Salt Lake City in August had a 1% in- 
crease over August, 1937, against a 6% 
loss for the District as a whole. For the 
year to date (through August) Salt Lake 
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The 


Salt Lake Tribune 


MORNING AND SUNDAY 


National Representatives: 


REYNOLDS-FITZGERALD, INC. 


P PEOPLE / 


tising medium that’s unique in its field... 
The Salt Lake Tribune-Telegram, the one 
new spaper 
tively serving this four-state market which 
produces an average of $637.345,243 in new 
wealth annually. 


effec- 


: 
medium 


It adds up to an attractive opportunity for 
sales-seeking advertisers. 


/ 


EVENING ONLY 


Color Representatives: 


Member, ASSOCIATED WEEKLY 


| Associates, 


Roberts Blasts 
‘Rule or Ruin’ 
Among Newspapers 


Asserts Competition 
Wrecks Advertiser's 
Careful Plans 


Chicago, Oct. 18—Harlow P. 
Roberts, until recently advertising 
manager of Purity Bakeries, Inc., 
Chicago, and prior to that advertis- 
ing and sales manager of the Pep- 
sodent Company, told the Newspa- 
per Advertising Executives Associ- 
ation today how his plans were 
almost wrecked by the competitive 
situation in the newspaper field. 

Another feature of the afternoon 
session was an exposition of a new 
type of dealer education by Ralph 
Rockwood, associated with John E. 
Lutz, Chicago, in representation of 
the Booth Newspapers. 

Mr. Roberts said that the adver- 
tiser first outlines an objective, then 
selects the medium which seems 
best able to help him in his struggle. 
He said that consecutive, repetitive 
copy is essential in any well planned 
campaign, yet newspapers bring 
terrific pressure to bear to split 
schedules regardless of cost. The 
frequent result is failure of the 
campaign. 


Campaign Aim Hit 


In the bakery field, he pointed 
out, advertising is charged against 
the local plant, and as a result, the 
local personnel feels free to make 
suggestions. He described how 
campaigns, using one newspaper in 
each market, have gotten under way 
when competing papers, finding 
themselves unable to break the 
schedule, went to these branch man- 
agers, who informed the president 
of the baking company that even 
the newspapers themselves felt that 
the advertising was a failure. 

Mr. Roberts remarked that branch 
managers look at the entire bill and 
the advertising manager has an ed- 
ucational job on his hands to make 
them lift their eyes to the poten- 
tialities. In this instance he offered 
figures to prove that the 13,600-line 
campaign cost only 234 cents per 
reader, which gave the local men 
a different view of the situation. 

Asked whether he thought fre- 
quency or bulk discounts the more 
valuable, Mr. Roberts voted for the 
former, saying that most of the lat- 
ter are unattainable for the ma- 
jority of national advertisers. 


Winning the Dealer 


Mr. Rockwood used the Detroit 
News as an example of the educa- 
tional plan instituted by Booth 
Newspapers. The plan provides for 
frequent and periodical calls on 
dealers, even those in outlying 
neighborhoods, by the newspaper’s 
merchandising department. These 
representatives have nothing to sell 
and explain that their mission is 
simply to be helpful. While most of 
the dealers felt, on the initial visit, 
that they were being spoofed, they 
gradually began to welcome the 
calls and to discuss their problems 
with the newspaper men. 

The visitors hung up lists of 
forthcoming campaigns in the stores, 
helped the dealers with displays and 
discussed advertising with them to 
such mutual advantage that the re- 
tailers have come gradually to look 
upon the News men as part of their 
own forces. One interesting piece 
of work done by the News was to 
break down its city circulation in 
such a way that each dealer may 
see the circulation in his own local- 
ity and thus visualize the penetra- 
tion of newspaper advertising 


Davis Withdraws 

Leland Davis has’ withdrawn 
from Douglas Allen & Leland Davis, 
Inc., Cincinnati agency, to devote 
his entire time to Leland Davis & 
Cincinnati advertising 
art studio. Mr. Davis plans to open 
studios in Columbus, Indianapolis 


and Louisville. 


—, 
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NAEA SPEAKER 


Harlow P. Roberts 


Del Monte Ovens 
Fall Campaign 
for Dried Fruit 


San Francisco, Oct. 19.— The 
initial fall Del Monte dried fruit 
advertisement appeared Sunday 
in This Week and will be followed 
by copy in Good Housekeeping, 
McCall’s, Pictorial Review and 
Woman’s Home Companion. While 
most of the fall advertising will 
feature the natural holiday fruit, 
raisins, every piece of copy will also 
be assigned the task of stimulating 
demand for the entire family, in- 
cluding peaches, apricots and 
prunes. 

The slogan, “Look for Del Monte 
First,” which has been used in 
advertising of other products, will 
also be adapted to the dried fruit 
campaign, only the prelude being 
changed to read, “When you want 
dried fruits—.” 

Del Monte will lean heavily on 
color in its fall fruit campaign 
Dealers have been provided with 
equally flashy display material fo: 
tie-up purposes, and an elaborate 
broadside in color tells them how t 
cash in on the magazine copy. Mc- 
Cann-Erickson, Inc., is the agency 


“Sports Afield” Drive 

A new campaign based on the 
findings in a nation wide interview 
survey of sportsmen as consumers 
has been launched by Sports Afield 
New York. The study, conducted 
by Ross Federal Research Corpora- 
tion in 80 towns and cities, revealed 
income data, automobile and house- 
hold appliance ownership and per- 
sonal buying habits. 


Reavis with NRHA 

Marshall W. Reavis, formerly ad- 
vertising manager of Ober Inc., con- 
trolling Business Furniture Cor 
poration and Stationers Inc 
Indianapolis, has been appointed 
promotion manager of National Re- 
tail Hardware Association. 


—— | 


Every city 
has its favorite 
radio station -- 


ee 
ON THE NBC RED NETWOP” 


AL REPRESE 
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HEADS FARM PAPERS 


p. E. Ward, Farm Journal, who was re- 
elected president of the Agricultural 


Association at last week's 


Chicago meeting. 


Publishers 


Farm Publishers 
Re-elect Officers 


Increase Expected 


in Canadian Tax 
on U.S. Discs 


New York, Oct. 19.—A sharp in- 
crease in tariff on American tran- 
scriptions of radio programs which 
are shipped into Canada, for 
broadcasting by Canadian stations, 
is expected by disc producers here. 
No official notice has been sent out 
from Ottawa, but unofficial reports 
indicate that a change in the 
method of valuation may result in 
heavy additional costs on commer- 
cial records. 

Present duty on commercial discs 
shipped into Canada amounts to 


$3 per record, on a valuation of 
$7.50. Under the new plan, the 
cost of producing the program will 
be the basis for the tariff, instead 
of the physical cost of the record, 
it is understood. The rate of duty 
will continue to be 40 per cent. 

One major producer here, World 
Transcription System, has made 
plans to produce discs in Canada, 
from master records shipped into 
the dominion from this country. In 
this way, it is hoped that the sav- 
ings in duty on individual discs 
will compensate for the higher val- 
uations. 

The new method of valuation for 
tariff purposes will apply only to 
commercial records. Library discs, 
for sustaining programs, will con- 
tinue to be valued at $4 each. 


Dewey Using Time, Space 

Thomas E. Dewey, New York 
District Attorney and Republican 
gubernatorial candidate, is using 
radio and newspaper advertising in 
his campaign. The Non-Partisan 
Citizens’ Committee has scheduled 
weekly broadcasts over a_ special 
state-wide network for the balance 
of the campaign. Radio pages in 
New York state newspapers are 
carrying tie-in advertising. Mar- 
schalk & Pratt, New York, has the 
account. 


Bank to Kimball 


Bronx Federal Savings & Loan 
Association, New York, has ap- 
pointed Abbott Kimball Company, 
New York, to direct its newspaper 
advertising campaign. John C. Rome 
is account executive. 


Obermeyer Heads 
AFA Program Committee 


Henry Obermeyer, assistant vice- 
president, Consolidated Edison 
Company, New York, has been 
appointed chairman of the program 
committee for the 35th annual con- 
vention of the Advertising Federa- 
tion of America, to be held at the 
Waldorf-Astoria, New York, June 
18-22, 1939. 

J. Kenneth Laird, vice-president, 
Weco Products Company, Chicago, 
was named chairman of the national 
attendance committee. 


Frazier Added 


T. H. Frazier has joined West- 
chester Newspapers, Inc., repre- 
senting Daily Argus, Mount Ver- 
non, N. Y. 


We “dunia W We fir Vie 


146 Leading Advertisers selected Newsweek 


to carry their messages, so far in 1938 


e 

it} for Another Year 

“ 4 Chicago, Oct. 19.—At a meeting 

9 of the Agricultural Publishers As- 

id » sociation, held during ABC week 

le here, the following officers were re- 

il) elected. 

it ‘ P. E. Ward, Farm Journal, presi- 

“ dent; W. H. Cowles, Jr., Pacific 

- Northwest Farm Trio, vice-presi- 

ng dent; Dr. Tait Butler, Progressive 

- Farmer and Southern Ruralist, 

nd |) treasurer; and Glenn Buck, Ne- 
braska Farmer, secretary. 

ite { Ed. Corbin, Successful Farming, 

in |) was chosen to fill a vacancy on the 

vill board of directors. 

uit a 

o i Typographers Elect 
Johnson President 

on E. G. Johnson, J. M. Bundscho, 


Inc., Chicago, was elected president 
of the Advertising Typographers 
Association of America at the 
twelfth annual convention held re- 


‘ate cently in Virginia Beach, Va. 

yto Other officers elected were: first 

Me- ice-president, Harry Blinkmann, 
cy Pohme & Blinkmann, Cleveland; 
: second vice-president, James G. 


Clarke, Wood-Clarke Press, Boston; 
third vice-president, A. J. Meyer, 
John C. Meyer & Son, Philadelphia; 
and treasurer, P. J. Frost, Frost 
Brothers, New York. Albert Abra- 


- 
= 
nn wea le 


ners : 
‘eld hams was reappointed executive 
oted secretary. Convention speakers in- 
ora- cluded John Benson, president, 
alec & ‘merican Association of Advertis- 
use- ing Agencies, and Fred W. Goudy, 
pet type designer. 
New Drive for Scotch 
McKesson & Robbins, New York, 

4 us started a newspaper campaign 
ad- 


‘or Martin’s V. V. O. scotch whisky. 
= Cartoon copy ranging up to 420 
Cor- ines will appear in 103 papers in 


Inc 98 cities 


" . next year. Bowman & 
inte Columbia, New York, is handling 
Re- the account. 

Xmas Gifts of 


GLACE FRUIT 


y from California 


G, oars 
'VE “Big Tree” brand, California's {a- 


mous sunkist Glace Fruit. 
delighttul, 


bt ‘avor and excellence that “Big Tree’ 
dis sown and shipped round the world by 
criminating people. 
we 1, 2, 3 and 4 Ibs. in attractive 
ul California Redwood boxes at $1.25 
Postpaid in U.S.A. We enclose 
card and ship direct. Be sure to send 
structions for shipping. Send check, 
Otfice or Express oney Order. 


GOLDBERG BOWEN & CO. 


;' Fine California Foods Since 1850 
2 SUTTER STREET, SAN FRANCISCO 


full 
Post 


-_——oo 


Addressograph-Multigraph Co. 
Albuquerque Civic Council 
Aluminum Co. of America 
American Chain & Cable Co. 
American District Telegraph Co. 
American Mercury 

American Republics Line 
American Rolling Mill Co. 
American Telephone & Telegraph Co. 
American Tobacco Co. 
Associated American Artists 
Association of American Railroads 
Babson Institute 

Bank of America 

Bank of New York 

Bauer & Black 

Black Sign Maple Syrup Co. 

Blue Ribbon Books, Inc. 

Book of the Month Club 

Edward G. Budd Mfg. Co. 
Cadillac Motor Car Co. 
Californians, Inc. 

Canadian Pacific Railway 

Carrier Corp. 

Castle Films, Inc. 

Chamber of Commerce, St. Petersburg, 


a. 

Chamber of Commerce, Phoenix, Ariz. 

Chesapeake & Ohio Railway Co. 

Chicago Daily News 

Chicago, Milwaukee, St. Paul & Pacific 
Railroad 

= Rock Island & Pacific Railway 


oO. 

Christy Co., The 

Chrysler Corp. 

City of San Antonio 

Collier, P. F., & Son Corp. 

Commercial Credit Co. 

Cortina Academy 

Crosley Radio Corp. 

Del Monte Hotel 

De Luxe Editions Club 

Dictaphone Sales Corp. 

Doherty, Henry L., Florida Hotel & Club 
Properties 

Doubleday Doran & Co., Inc. 

Douglas Aircraft Co., Inc. 

Eastman Kodak Co. 

Egry Register Co., The 

Electric Auto-Lite Co., The 


LIST OF 1938 ADVERTISERS 


Elliott Addressing Machine Co. 

El Paso County Board of Development 
Essex House 

First Voters League 

Fleischmann Distilling Corp., The 
Forbes Magazine 

Ford Motor Car Co. 

Frankfort Distilleries, Inc. 

French Government Tourist Bureau 
Frigidaire Division, General Motors 
Funk & Wagnalls Co. 

General Electric Co. 

George, Henry, School of Social Science 
Gillette Safety Razor Co. 

Glover, H. Clay, Co., Inc. 

Goodrich, The B. F., Co. 

Goodyear Tire & Rubber Co., Inc., The 
Grace Line, Inc. 

Graduate Group 

Great Northern Railway Co. 

Greist Mfg. Co. 

Haldeman-Julius Co. 

Hamilton, Alexander, Institute 
Hartford Fire Insurance Co. 

Hawaii Tourist Bureau 

Health Ray Mfg. Co. 

International Business Machines Corp. 
International Harvester Co. 

Johnson Motors 

Lambert Pharmacal Co. 

La Salle Extension University 

Liberty Mutual Insurance Co. 

Literary Guild of America 

Lucky Tiger Mfg. Co. 

Lundstrom, C. J., Mfg. Co. 

Maine Development Commission 
Marchant Calculating Machine Co. 
Meador Publishing Co. 

Mennen Co., The 

Merriam, G. & C., Co. 

Miles Laboratories, Inc. 

Modern Age Books, Inc. 

Monsanto Chemical Co. 

Moore, John C., Corp. 

Mothersill Remedy Co., Ltd. 

Mutual Life Insurance Co. of New York 
National Distillers Products Corp. 
Newspaper Institute of America 

New York Life Insurance Co. 


THE TREND‘'S TO NEWSWEEK 


Newsweek 


The Magazine of News Significance 


Orange County Chamber of Commerce 

Parents’ Magazine 

Packard Motors Corp. 

Page Fence Association 

Parker Bros., Inc. 

Paterson Parchment Paper Co. 

Pelman Institute of America 

Phoenix Mutual Life Insurance Co. 

Polaroid Lighting, Inc. 

Pontiac Motor Car Co. 

Premier-Pabst Sales Co. 

Pullman Co. 

Puerto Rico, Government of, Institute of 
Tourism 

Radio Corporation of America 

Random House, Inc. 

Raymond-Whitcomb, Inc. 

Remington Rand, Inc. 

Rosicrucian Brotherhood 

St. Regis Hotel 

San Diego-California Club 

Schieffelin & Co. 

Simon & Schuster 

Southeastern Governors’ Conference 

Standard Brands, Inc. 

State of Michigan 

State of North Carolina 

State of Rhode Island 

Studebaker Corp. 

Sturtevant, B. F., Co. 

Swedenborg Foundation 

Tucson Sunshine Climate Club 

Underwood Elliott Fisher Co. 

Union Pacific Railroad 

United Brewers Industrial Foundation 

United Business Service 

United States Envelope Co. 

United States Lines 

Van Nostrand, D., Co. 

Vick Chemical Co. 

Village of Saranac Lake 

Vitamin Plus, Inc. 

Wallach, Sidney 

Washington Post 

Warner & Swasey Co. 

Wernet Dental Mfg. Co. 

Western Electric Co. 

Westinghouse Electric & Mtg. Co. 

Where-To-Go Bureau, Inc., The 

Wise, William H., & Co. 

Woodstock Typewriter Co. 
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Professional Research 
Standards 


It is becoming evident that stand- 
ards of market research are rising. 
Much research of this character is 
carried on primarily with a view to 
more effective use of advertising 
dollars. The importance of these 
expenditures makes it necessary 
that research findings be valid, and 
that neither superficial methods nor 
faulty interpretation of facts leads 
to wrong conclusions and hence er- 
rors of method in the use of adver- 
tising. 

Since the use of research is an 
attempt to substitute facts for opin- 
ions and hunches, it is also evident 
that more money can profitably be 
spent to obtain all of the facts that 
the solution of given marketing 
problem requires. The current trend 
of expenditures in this field is up- 
ward, and it may be assumed with- 
out serious question that the de- 
mand for sound, serious and thor- 
ough research into market situa- 
tions will increase still further as 


profitable use is made of the sig-| 


nificant information now being ac- 
cumulated. 

As standards of 
raised and 
made of research findings, advertis- 
ers and agencies are of course be- 
coming more critical of information 
which is offered them as the prod- 
uct of research. 


research are 


more successful use is | 


larly true in the case of publica- 


tions and other media, which use 
market research effectively in de- 
fining markets and relating them to 
circulations. 

The independent professional re- 
search organization is coming into 
the situation in a more important 
way as marketers realize the nec- 
essity for the employment of truly 
professional methods in this field. 
The professional approach assumes 
that facts must be assembled be- 
fore conclusions can be drawn; that 
techniques for obtaining informa- 
tion must be developed which will 
eliminate error; and that findings 
must not be established on the basis 
of a pre-conceived objective unless 
the facts fully justify them. The 
temptation to generalize from in- 
adequate data is also to be avoided, 
and under correct professional con- 
trol an ample base of factual in- 
formation is required before any at- 
tempt at generalization is made. 

With greater reliance being placed 
upon the product of professional 
work in the field of market 
search, and with larger expendi- 
tures in sight for the purpose of as- 
uring a thorough job in the estab- 
lishment of 
an added factor in safeguarding the 
expenditure of advertising funds is 


re- 


This is particu- | now available. 


Controlling Production Costs 


It is no secret that one of the|arising out of the production-cost| 


irritations in 
relationships is 


minor agency-client 


likely to be engen- 


dered because of differences of 
opinion as to charges for the pro- 
duction of advertising Many an 


otherwise pleasant relationship i 
oured because of the 
feeling that the costs of 
his advertisements are 


producing 
excessive. 


Production costs are of course 
subject to control, provided it is 
understood that they must be lim-| 
ited. An art director is able to buy 
art, layout and composition at vari- 
ou price depending upon the 
character and quality of the work 
The production of a particular job 

t ti fore, depend primarily 
upon the amount of money avail- 
able for it. There is wide varia- 
tio the possible cost of an ad- 
ert ment, alway uming that 

um costs will produce rea- 
nably good qualit: 

Some agencies have found that it 
is possible to eliminate difficultie 


advertiser’s | 


situation by the simple method of 
establishing limits for these charges 
after consultation with the 
tiser. In other words, there is 
real reason for ordering a $150 il- 
lustration for 


adver- 


no 


advertisement if 
the advertiser believes that the 
limit should be $50. And there is 
no good argument in favor of buy- 
ing expensive hand lettering if the 


an 


|man who okays the bills would pre- 


fer to have the text set in type at 
considerably lower cost. By hav- 
ing established and 
approved in advance of the actual 


those charges 


production of the advertisement, 
the advertiser has no reason for dis- 
cussion of these items later, the 


production department can proceed 
according to its 
voids 


instructions and the 


the headaches which 


feney + 
agency a 


lisputed production bills always en- 


tail : 
eas Alden Scott Boyer, who sells hi 
rhis seems a simple and effective | a... oe , rfun nd cosmet ‘ 
a Ol pel ime am osmetics to 
way of disposing of an otherwise’ America) women from 15 Ru 
difficult and annoying problem Royale, Paris, and a much less ro- 


market fundamentals, | 


"It's my own action display idea.” 


Chain Letter Teasers 


Readers of the New York Times 
were subjected to a new type of 
teaser advertising 


in the Oct. 15 


ti in Ps wesnetaa 
Three little mohair goats are we, 


On our way to—well, you'll see! 
(sea page 5) 


|issue by Wallach’s men’s furnishings 
store. On page 3, a 65-line ad 
| showed three goats over the copy, 
|*Three little mohair goats are we, 
|On our way to—well you'll see!” 
| The advertiser was not identified, 
| but there was a line of type which 


|said “see page 5.” In a similar 
position on page 5, three alpacas 


| were pictured, with the copy read- 
ing, “The whole alpaca family tree, 
| !s watching us make history.” This 
time the reader was advised to keep 
at it by turning to page 7, 
three lambs were the 
copy, “Lambs with a mission are we 
three, Keeping a date with destiny.” 
| Again the reader was asked to keep 
at it, and turn to page 9. This time 
the mystery was solved, when goats, 


where 
| 


shown ove! 


alpacas, and lambs were pictured 
rushing headlong into a_ barber 
shop. This time the rhyme read 


“It’s our fleece and our hair that 
wiser men prefer to wear; Alpaca. 
lamb and mohair goat united form 
the perfect coat.” All of which wa 
supposed to make men rush to Wal- 
lach’s to get the new Hart Schaff- 

Marx coat, the Rarbler. 
Goold, advertising manager, 
admits that he conceived 
What’s more, he says that 
iles were fine, and he may repeat 
the pre 


nel & 
James 
modestly 
the l lea. 


motion. 


Friendly Selling 


Bad-libbia 


| neral.”’ 


g 


mantic-sounding address in Chicago, 
has the habit of delivering friendly 
little news notes with his products. 
These notes have very little to do 
with the things he sells, as a rule, 
but deal with almost any subject, 
from the smooth operation of M. 
Boyer’s new Hispano-Suiza, right 
through a more or less weighty dis- 
course on how to buy antiques, and 
into a recipe for peach melba. Any- 
thing at all goes. . . so long as it 
has a foreign, and preferably a ro- 
mantic flavor. 

We've been reading through a 
stack of these news letters, cheaply 
printed on cheap paper, and the 
following anecdote on No. 16 seems 
to warrant reprinting. Stop us if 
you have heard it before: 

“General Albert was one of the 
biuvest soldiers of the great war. 
His bravery was talked about by his 
men on every occasion. But the 
poor fellow was killed very recently 
while at a picque-nique (picnic— 
note how this word comes from the 
French) on the Marne River. This 
picnic was held at a picnic ground, 
where, for sanitary reasons, the 
‘Necessary Shanty’ was built out 
over the river. While poor General 
Albert, all decorated in his uniform 
and medals was in this little house, 
the under boards gave way and he 
was drowned in the Marne River. 
A rather sad ending for a great 
and brave soldier. Over one thou- 
sand people marched at his fu- 


Jottings 

Sibley, Lindsay & Curr, Roches- 
ter, N. Y. department store, has a 
novel sales promotion stunt which 
it uses to sell more washing ma- 
chines. To prove that the wringer 
will not break buttons, the demon- 
trator puts an eye-dropper through 
the works without breaking. To 
show that the wringer will handle 
heavy blankets, a thick stick is put 
through , 

We think Chesterfield deserves a 


word of thanks for departing from 
the conventional pulchritude that’s | 
adorned back covers of magazines 
for lo! these many years. The me-| 
dallion idea is interesting and effec- | 
tive. The “up-to-the-minute” anal- | 
ogy is fine, too. But what will the | 
feminine style observers say when | 
they discover the “up-to-the-min- | 
ute” lassie with her hair resting on | 
the nape of the neck? Hasn't 
Chesterfield heard that this year 
‘lures are sweeping upward? 


a 


_aggregate because they conté’’ 


~ — 


— 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa) 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1418. Who Are the Buyers and 
Builders of Homes and What 
Motivates Them. 

The presence of children is the 
chief motive for buying or building 
homes, according to this new study 
issued by The Parents’ Magazine. A 
detailed classification of motives js 
given, as well as some observations 
on Parents’ readers as prospects for 
home building, home equipment and 
home furnishing products. 


No. 1415. How to Make a Radio 
Program Produce More Sales. 


National Broadcasting Company 
has issued this chart which presents 
56 methods that have been used to 
merchandise radio programs to 
salesmen, dealers and consumers. 


No. 1416. Complete Coverage of 
the Philadelphia Market. 


In this brochure, Station WFIL, 
Philadelphia, compares its coverage 
with that of its two principal com- 
petitors, WCAU and KYW, based on 
an engineering survey made by 
Paul Godley, radio consulting engi- 
neer. 


No. 1417. Detailed 
Analysis, June, 1938. 


This booklet, issued by MacLean 
Publishing Company, Toronto, gives 
a detailed distribution picture of 
the circulation of Chatelaine and 
Maclean’s Magazine. All cities, 
towns and villages which are listed 
in the plan used by the ABC in 
making its audits are included in 
the statement. 


No. 1399. Route 1 to New Car Sales. 


In this new brochure The Ameri- 
can Home not only drives home the 
fact that the automobile is funda- 
mental to suburban living, but 
offers figures to show that American 
Home families “have what it takes,” 
and are spending money for new 
cars. 


Circulation 


No. 1354. Los Angeles, Key to the 
Southern California Market. 


This study, issued by Los Angeles 
Herald and Express, tells the mar- 
ket story of this area, with analyses 
of population, sales and their dis- 
tribution, industry and commerce 
and other factors. Several pages 
illustrate the scope of the paper’s 
merchandising and home economics 
cooperation and dealer contacts. 


No. 1378. Order Getting. 


In this brochure, McGraw - Hil! 
Publishing Company describes the 
McGraw-Hill Reference Service, 4 
group of six reference units, eacl 
covering a specific field, such 4° 
food, textiles, mining, etc., with data 
sO arranged as to require a mini- 
mum of effort on the part of the 
men who specify and buy. 


No. 1409. Farm Income, 1938. 


Farm prospects are bright ¥ 
Oklahoma and Texas, according * 
this bulletin issued by The Farmer 
Stockman. In addition to detaile¢ 
information on farm income in thes 
states, the bulletin contains a tab" 
showing cash farm income by stat 
and a map indicating per cent © 
change in cash receipts, over ™ 
country. 


No. 1405. $7,000,000 to Explode ° 
Theory. 

Time has issued this pictogr? 
digest of the U. S. governmen® 
Consumer Purchase Survey, wh 
disproves the theory that the )* 
income groups, though they sp" 
less per family, spend more ‘1 ' 


more people. 
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HENS LAY TOOTHPASTE 


Nowadays it isn’t eggs that we FARM JOURNAL readers hunt in the hen 


” house. It’s toothpaste! To us, eggs are cash. So are celery and oranges, 
¥ wheat and wool, milk and melons which we’re raising all across America 
at for cash to spend for your soups and soaps. Living in an “economy 
the 


of money”, we need FARM JOURNAL’s quick and timely viewpoint. We 
x need its money-slant at planting time. We use its money-wisdom at 
- selling time. We value its money-tips at shopping time. For we know 


our crops are cash in a thousand cities. Shall we spend it with you? 


zr | FARM JOURN AL“: chien 
n° Sy, ila delphia 


Delivers 1,365,000 Families Whose Crop Is Money 
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ADVERTISING AGE 


October 24, 1933 


Alack, Alas! 


To the Editor: Well, I thought 
your readers would be interested. 

And am sending along this exam- 
ple of what can (and did) happen 
to a supposedly successful advertis- 
ment when a newspaper makeup 
man gets to work on it. (I call the 
Silver Dust advertisement supposed- 
ly successful because it has been 
appearing without change almost 
daily for the past several months.) 

Let’s assume that a copy evalua- 
tor has gone through the ad, it gets 
a high rating . . it runs. ; 
sales go up nicely ... it’s repeated 

. . Sales continue to mount . 
theoretically a perfect setup. Then 
alas! another advertiser’s brain child 
appears directly under the first ad. 
Result: Pity the poor consumer 

. who can he believe? 

Both ads appeared in the position 
as reproduced, in the New York 
Times of Oct. 17, 1938. The top 
ad is headlined . . . “FREE”... 
the bottom ad is headlined “IT’S 
NOT FREE! and reads . » “Tou 
can’t get anything worthwhile for 
nothing .. .” 

Talk about variables? . . 
about vagaries? 

J. RICHARD MANVILLE, 
Newell-Emmett Company, 
New York. 


7, FF 


. How 


Hot Stuff 


To the Editor: I note your re- 
production of the “El Dumpo” ad- 
vertisement on page 14 of the Oct. 
17 issue and the comment of J. F. 
Roth, advertising manager of the 
Palmer Asbestos and Rubber Cor- 
poration. 

If this is such a hot joint, how 
about having Mr. Roth design an 
asbestos suit for members of the 
advertising profession to wear 
there? 

Epcar G. HERRMANN, 
Advertising Manager, Zenith 
Radio Corporation, Chicago. 


Agency Goes on 
Cook’s Tour for Client 


To the Editor: In reviewing the 
baseball season just closed, and the 
part this agency played in plan- 
ning, arranging and supervising the 
baseball broadcasts for various cli- 
ents, one fact struck me as being 
rather unique among agency oper- 
ations; and it wasn’t much of a 
jump from that to the thought that 
you might look favorably upon a 


little story wrapped around _ this 
item: 
That the baseball broadcasts 


we’ve handled during the 


Voice of the Advertiser 


wan This department is a reader's forum. Letters are welcome. 


THE POOR CONSUMER 


AT YOUR GROCERS 
BIG DISH TOWELS 


SIZE... 17x34! 
MADE BY CANNON! 
VALUE... 15¢ UP! 


PACKED RIGHT INSIDE 
EVERY LARGE PACKAGE 


SILVER DUST 


THE MILD WHITE 
SOAP FOR DISHES 
AND LAUNDRY! 


IT’S NOT FREE! 


You can't get anything worth 

while for nothing. Success 

comes to those who seek it. 

The Advertising Club offers | 
ambitious men and women. 
the opportunity to study | 
PUBLIC SPEAKING under | 
Walter O. Robinson, Litt.D., | 
instructor. It’s not free—but 
the cost ($45) is small for 
the rewards it brings. Open- 
ing meeting Wednesday, Oct. 
26, at 7:45 P. M. Write for | 
folder. All meetings at the 


ADVERTISING CLUB OF 
NEW YORK, 23 PARK AVE. 


among five Knox Reeves men whose 


season | 


| travels included 9,400 miles of pre- 
|season visits to training camps and 
/homes of the major leaguers. Can- 
|did camera shots and color story 
material procured then was used 
later—throughout the season — for 
publicity in connection with the 
broadcasts, and to lend punch to the 

broadcasts themselves. Personality 
| slants thus obtained came in mighty 
| handy to the sportscasters, enliven- 
| ing and brightening their copy as 
it tied into General Mills’ “Break- 


| 


just closed took 155,400 miles of fast of Champions” theme. 


direct agency supervision by Knox 
Reeves men. 


Perhaps this information provides 
an angle on sports broadcast man- 


I believe this mileage total indi- | agement not generally known. 


cates that we have found it neces- | 


sary to maintain constant first-hand 
supervision in order to keep broad- 
casts of this type running at top 
efficiency. 

Those 155,400 miles were totaled 
up by eight of our boys traveling 
between origination points of the 
baseball broadcasts in some 54 
towns. Our field men worked with 
representatives of General Mills, 
Socony-Vacuum Oil Company, B. F. 
Goodrich Company and Procter & 
Gamble Company (the latter three 
companies were program co-spon- 
with General Mills.) They 


sors 


helped coordinate the merchandis- | 


ing efforts of these sponsors with 
like efforts of the various sports- 
casters on special promotions held 
during the season. 

Travel was farflung throughout 
the country: baseball = specialist 
Brad Robinson covered 35,000 miles 
of Eastern territory; Jim Kelley 
contacted radio men and merchan- 
disers through 52,000 miles of 
Southeast and South Central United 
States; 
keeping the baseball broadcast ma- 
chinery humming over a Southwest 
and South Central area, entailing 
27,000 miles of travel. 

The remaining 41,400 miles of the 
155,400 mile total were 


and Lloyd Griffin helped in| 


scattered | 


JOHN H. SARLES, 
Vice-President, Knox Reeves 
| Advertising, Inc., Minneapolis. 


aaa 


‘Executive's Task 
| To the Editor: Your reprinting of 
“An Executive Has Nothing to Do” 
in your Oct. 10th issue recalled to 
| ny mind that you gave us permis- 
|}sion to use the article in 1936, and 
|incidentally the folder won a Blue 
Ribbon at the Mutual Insurance 
| convention that year. 

MARGUERITE AUBERLE, 
Advertising Manager, Michigan 
Mutual! Liability Company, De- 
troit. 


~~ Vv? 


Neophyte Lashed 
To tthe Editor: Mr. Spitzer’s let- 
ter in your Oct. 17 issue answers 


its own question—unintentionally, 
of course 

When he tells how he “knew 
more” at 16 than his college in- 


structor, vice-president of an 
agency, did, he explains all. I don't 
know this young man, but I've met 


him many times, if you get my 
meaning 
; a ae 
(A Young Man Who Doesn't 


Know It All), New York 


Sales Success 
in Crowded Field 


To the Editor: Here’s a success 
story that’s rather unusual in view 
of business conditions during the 
past year. 

For a decade the candy bar field 
hadn’t seen anything really new. 
Last year, however, after an inter- 
national search, .executives of the 
New England Confectionery Com- 
pany discovered that the “multiple 
center” bar was clicking phenome- 
nally abroad. So, they introduced 
the “Sky Bar” in this country—a 
piece of candy with four different 
centers, all held together in a single 
coating of chocolate. 

A “front yard” drive was started 
in Boston last spring. Within two 
weeks 5,000 retail stores were can- 
vassed and a 90 per cent distribu- 
tion was secured for the newest 
member of the Necco family. Then 
came a newspaper campaign, with 
skywriting as a natural tie-up be- 
cause of the bar’s name. Twice 
weekly a plane wrote “Sky Bar” 
over Boston in letters a mile high. 
Sales went skyward. Production 
was increased. Outdoor posters and 
car cards were added to sustain the 
momentum achieved. 

Meanwhile, the company’s adver- 
tising and sales planning depart- 
ment was bending every effort to 
cooperate with distributors outside 
the advertising campaign area; 
sample kits for jobbers’ salesmen 
were mailed out by the thousands; 
broadsides outlining the make-up of 
this new and different candy bar 
were generously supplied to Necco 
wholesalers throughout the United 
States for their own selling work. 

Now, based on the successful re- 
sult of the Boston campaign, simi- 
lar merchandising and advertising 
has been launched in important 
trading areas such as Albany, Syra- 
cuse, Buffalo, Pittsburgh, Detroit, 
Philadelphia, Baltimore, Washing- 
ton, Cincinnati, New Haven, Hart- 
ford and Springfield, Mass. Al- 
ready reports from these markets 
show that Sky Bar is repeating its | 


=| Boston triumph. 


CHARLES C. PALMER, 
The Lavin Company, Boston. 
vvry 


Blame the Printer 

To the Editor: That was an in- 
teresting story you ran last week 
about the Gilbey football predic- 
tions by Willard Mullin. He came 
pretty close in his initial guess, but 
as a Dartmouth ‘16 man, I can’t 
help but point out to you that the 
correct score of the Dartmouth- 
Princeton game was 22 to 0. 

F. S. WILSON, 
Washington, D. C. 

[Editor’s Note: Sorry, we per- 
mitted a typographical error to slip | 
through. The 6 should have been | 
a zero.] 
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Annual Call | 

To the Editor: Cultivating old | 
friends and making new ones is not | 
only a necessary but a very happy | 
occupation of The Salvation Army | 
around Christmas time. 

One of the most helpful mediums 
to this end has been the magazine 
advertising which has been so} 
kindly and generously contributed | 


by a great number of the leading 


| periodicals of the country. In some 
|instances this has taken the form 


of an advertisement of varied sizes, 
or an editorial. 

Feeling that all good causes have 
your interest, I would appreciate 
the opportunity of bringing to the 
attention of your readers this mes- 
sage: 

“Remember the work of the Sal- 
vation Army for the poor and needy 
at Christmas time. Remember the 
services of the Salvation Army 
every day in the year. Donations 
may be sent to Commissioner 
ward J Parker, national secretary, 
122 W. 14th street, New York.” 

JOHN J. ALLAN, 

Secretary for Public Relations, 

The Salvation Army, 

York 
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Prune Drive Scores 
for Idaho; Three 
Campaigns Ahead 


Boise, Idaho, Oct. 18.—With a 100 
per cent sales increase recorded for 
its prune campaign and an apple 
drive already under way, Officials 
of the Idaho fruit and vegetable 
advertising commission today 
mapped plans for similar promo- 
tion on potatoes and onions. 

As reported last week, delay in 
starting these campaigns has served 
to increase the total budget avail- 
able from $125,000 to $200,000. Liti- 
gation held up operation of the 
fruit and vegetable advertising act 
for nearly a year, officials pointed 
out, and during this time the fund 
accumulating from sales of the four 
products brought the promotion 
fund up to the higher figure. 

Prune copy appeared in Kansas, 
Iowa and Nebraska. Newspapers 
are again being used in the apple 
drive, with copy appearing in eight 
cities. Display copy is localized in 
each city through inclusion of rec- 
ipes featuring Idaho apples which 
are endorsed by local housewives. 

The campaign for potatoes, which 
will coincide with that for onions, 
will include a schedule of newspa- 
pers in 26 states. The budget for 
this drive is expected to approxi- 
mate 85 per cent of the total for all 
four products. Some use of radio 
is also planned for major markets 
in the Middle West. 

Cline Advertising Service, Boise, 
and Botsford, Constantine & Gard- 
ner, Portland, are the agencies in 
charge of the campaign. 


Represents “Times-Star” 


Small, Spencer & Brewer, Inc., 
has been appointed national adver- 
tising representative of the Bridge- 
port Times-Star. 


Appoints Mid-South 
Mid-South Dailies, Inc., has been 
appointed representative for the 


Herald and Post, Vicksburg, Miss. 


idling and parking, 


| 
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New Bantam Car 


to Be Exhibited 
at Auto Shows 


Butler, Pa., Oct. 19.—The Amer. 
ican motoring public will get its 
first peek at the new models of 
the American Bantam car at the 
New York and Chicago automobile 
shows. Dealer displays are also 
planned for motor shows in severa] 
other areas where the bantam car 
has met with favor in the past. 

The new models will have a 
somewhat different design but wil] 
retain the same wheelbase, motor 
and basic features. Highlighting 
the array of eight models is the 
new Bantam “60” coupe, which js 
priced to sell at $399 delivered and 
equipped at Butler. Feature of the 
commercial line is the new boule- 
vard delivery truck, designed espe- 
cially for smart retail shops. Other 
models offered are a four-passenger 
speedster, sports roadster, which 
appeals strongly to the younger ele- 
ment, usually college students, pan- 
el-truck, pick-up truck, station 
wagon and utility wagon. A trailer 
is also available. 

Newspaper advertising for the 
new models will be restricted to 
small dealer copy. The manufac- 
turer will use space in the show 
numbers of automotive trade pa- 
pers to announce the new models, 
Emphasis will be directed to the 
salient features of the bantam car: 
economy of operation; ease of han- 
and smart 
attention - compelling appearance. 
Ketchum, MacLeod & Grove, Inc., 
Pittsburgh, is the agency. 


New Page Size 


Gardeners’ Chronicle of America. 
New York, will appear in a smaller 
page size effective with the Janu- 
ary, 1939, issue. The new size wil! 
be 71% by 10% inches. 


Returns to Compton 

Felix B. Dycke Hoff, formerly 
with American Tobacco Company, 
New York, has rejoined Compton 
Advertising, New York. 


ing 


—and Toronto 
“out-spent’ every other 
Canadian city 


When the Dominion Government. 
in an effort to put life into the build- 
trades, 
Canada, through newspaper advertis- 
ing, to be good citizens and spend 


asked the people of 


on home improvements — the people 
} of Toronto led every other city. 
| Homes Improved according to fisures just nae ye 
This is one more indication of the 
and Amount Spent value of Toronto as a market when 
TORONTO - - 4,826 the proper appeal is made through 
$1.783.248 newspaper advertising. Toronto 
people have done their major buying 
MONTREAL - - 2,233 through newspapers for generations 
$1 148,896 —and more particularly through 
VANCOUVER - 2,049 evening newspapers as linage records 
$584,999 show—and, undoubtedly: 
WINNIPEG - - 1,596 TORONTO IS A “TELEGRAM” CITY 
$613,420 
HAMILTON - - 995 is 
$279,524 THE EVENING TELEGRAM 
EDMONTON - - 923 TORONTO — CANADA 
ornare NEW YORK _ DAN A. CARROLL 
OTTAWA - - - 765 CHICAGO JOHN E. LUTZ 
$363.856 
LONDON - - - - 746 O : 
$254.628 Ae a» 
WINDSOR - - - - 736 iy : 
$272,955 OrrawA 
CALGARY - - - - 671 
$277,885 | 
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CONTINUITY IN OUTDOOR DISPLAY 


October 24, 1938 


Robinson-Patman 
Test Results in 
Vidory for FIC 


High Court Refuses to 
Review Previous Biddle 


company and part on a cooperative 
basis with dealer outlets. 


Cosmetic Maker 

* * Oscar C. Olin, formerly sales 
Starts F 1r st Dr lve manager of Northam Warren Cor- 
. = poration and more recently in the 
‘ in 44-Year History same capacity with Elizabeth Ar- 
7 New York, Oct. 12.—Joining the den, has joined Leigh as president 
ranks of national advertisers for|#"4 general manager. The adver- 
the first time in its 44-year history, tising is being placed directly by 
ae ie Leigh Chemist, Inc., will embark |‘ Company. 
ve bgt ae: Na + upon a magazine and newspaper ‘ . 
——s - ‘A og Ci, campaign in support of Unguent Alvin Gardner Continues 
Ooi rcacarect st CHWO IL 16° : skin and tissue cream and other| Charles L. Rothschild has _ re- 
a oe Sage ; 959 Leigh cosmetics. signed as_ secretary-treasurer of 
Decision P i Copy is now being prepared for|Gardner- Rothschild, Inc, New 
Namen ronment a pre-Christmas drive in women’s| ¥°rk, to join Arthur Rosenberg 
: , , magazines. Local newspaper ad- Company, New York, as account 
; Gienstantaad By reproducing various portions of a male styleplate, Schwab Company, Colum- — ae ~~ |executive. Alvin Gardner, presi- 
son-Patman price iscrimination | bys, Ga., succeeds in getting action into its posters, at the same time empha- | Vertising will be concentrated in| qent of Gardner-Rothschild, will 


act has withstood its first attack | izing fashion angles. James A. Greene Company is the agency. Posters are | Major cities. Part of the newspaper | continue the agency as Alvin Gard- 


) before the Supreme Court of the being used in 19 Southern cities through General Outdoor Advertising Co. copy will be placed directly by the | ner Company. 
) United States. The high court, in spe heoseaide 


bie, “ee - ~ 


Washington, Oct. 18.—The Robin- 


y 


n 


a 


refusing this week to review a Cir- SE = amen 


cuit Court decision in the Biddle 
Purchasing case, has in effect up- 
held the Federal Trade Commission 
interpretation of the brokerage pro- 
visions of the act. 

The commission held that the 
Biddle company, which sells a mar- 
ket information service and acts as 
a “purchasing service,” operated in 
violation of that part of the Robin- 
son-Patman act which makes it 
unlawful to pay or receive a com- 
mission “except for services ren- 
dered in connection with the sale 
or purchase of goods.” 

The commission charged the Bid- 
dle company with violating the act, 
alleging that it contracted with 
sellers of commodities to dispose of 
their products, receiving a commis- 
sion from the sellers and in turn 
crediting the commission against the 
Biddle company’s regular charge to 
wholesalers for its information serv- 
ice. This type of “service,” accord- 
ing to the commission, is in viola- 
tion of the law because apparently 
such services as are rendered the 
seller by Biddle are donated to the 
seller, since Biddle is in reality the 
agent of the buyer. 


Lower Court Agrees 


The Second Circuit Court of Ap- 
peals upheld the commission and 
Biddle and a group of wholesalers 
and manufacturers affected by the 
decision appealed to the Supreme 
Court for a review. The high court, 


however, refused to review the 
lower court decision. Such an order 
has the effect of allowing the lower 


court decision to stand as the cor- 
rect legal interpretation of the case. 

The Biddle Purchasing case has 
been regarded as a major one in 
testing the Robinson-Patman act 
and the court’s favorable decision is 
looked upon by the FTC as an im- 
portant victory. 


Installs New Press 


The Journal-Times, Racine, Wis., 


' has installed a new 24-page Duplex 


Unitubular press, capable of turn- 
ing out 36,000 newspapers per hour. 


Agency for Vanderbilt 

_ The Vanderbilt Hotel, New York, 
has appointed Needham & Groh- 
mann, New York, as advertising 
agency. 


August department store sales for 

kliahoma City were up 5.8°/, over 
August, 1937, , xs eb ke 

Seven-month crop income for Okla- 
toma is up $1,460,000 over 1937. 

° national campaign can hope for 
jtplete success without including 
— bright spot market . . . no adver- 
“ing program designed to sell it can 
{ope for maximum returns without 
The Oklahoman and Times. 


THE DAILY OKLAHOMAN 
VALANOMA CITY TIMES 


Oklahoma City 


Representative—The Katz Agency. Inc. 
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; 
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to any magazine 


in the last 3 years Wf 4 
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October 24, 1938 


‘Eternal | Flapper’ | 


Loses $200,000 
Legal Struggle 


Chicago, Oct. 18.—Edna Wallace 
Hopper, who was once known to 
millions of women as the “eternal 
flapper,” but who court records list 
as plain Mrs. Edna Brown, lost her 
claim against several cosmetic and 
beauty preparation advertisers for 
$200,000 when Federal Judge Pat- 
rick T. Stone dismissed her suit 
here last week. Miss Hopper had 
argued that this sum was due her 
for promotional services rendered 
over a period of years. 

Among those named defendants 


were Edna Wallace Hopper, Inc., 
Kissproof, Inc., Neet, Inc., and 
Louis Philippe, Inc., all of which are 
affiliates of American Home Prod- 
ucts Company, and the Boals Rolls 
Corporation, whose product is now 
produced by Consolidated Drug 
Trade Products, Inc. 

In her suit filed last March, Miss 
Hopper referred to her promotional 
services in behalf of the products 
of these companies, making particu- 
lar mention of a radio transcription 
series. She argued that her claim 
for payment of these services had 
been exchanged for promise of stock 
in a new company. Neither this 
stock nor money was received, she 
said. She also alleged that her 
photograph, extensively used in ad- 


| these claims, 


vertising copy, had been replaced 
by a picture of someone else, al- 
though it was still presented as 
being one of her. 

Defendants denied these allega- 
tions and asserted that too long a 
period of time had elapsed to give 
even if true, any 
standing in court. 


Watson to Speak 
Before Young Ad Men 


The Chicago Young Men’s Adver- 
tising Club will hear an address on 
advertising as a career by Paul E. 
Watson, vice-president, Ruthrauff & 
Ryan, Chicago, at the Sherman 
Hotel, Oct. 28. 

The meeting is scheduled for 
noon in the Old Timer’s Room. 


The women of America 


have awarded the 


Ladies’ Home JOURNAL 


the greatest net paid 


Mudkins in New Post 


Albert Frank-Guenther Law, New 
York, has appointed Albert E. Mud- 
kins in charge of copy and mar- 
keting. Mr. Mudkins was formerly 
with J. M. Mathes. 


Lester Ott Moves 


Lester Ott Outdoor Advertising 
Company, New York, has moved to 
509 Fifth avenue. The company will 
introduce a new type of electric 
spectacular in November. 


Marquis Joins Agency 
Harold Marquis has joined West 
& Associates, Glendale, Calif., as ac- 
count executive. He was formerly 
with Occidental Publishing Com- 


pany, Los Angeles. 


sales increase —the greatest 


newsdealer increase — of | 


any U. S. magazine* having 


over a million circulation 


3 years ago. Reader interest 


follows VITAL editorship! 


i 


*x Among ABC audited publications. 
Magazines which bought circulation 


through mergers not Included. 
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Harry Shaw, Once 
NAB President, 
Passes Away at 53 


Sarasota, Fla., Oct. 17.—Harry 
Shaw, pioneer radio broadcaster 
and former president of the Nga. 
tional Association 
of Broadcasters, Bigg 
died at his home 
here yesterday 
after a long ill- @am 
ness. He was 53 Ba 
years old. Fol- @ 
lowing crema- #@ 
tion, his ashes 
will be interred 
at Waterloo, Ia. 

Mr. Shaw and 
his brother Ray, 
now president of 
the Chek - Chart 
Corporation, Chicago, established 
Oil News in Chicago in 1918. Later 
he joined the Waterloo Morning 
Tribune and helped to establish 
Station WMT, of which he became 
sole owner following the sale of the 
Tribune to the Waterloo Courier, 
He disposed of his broadcasting in- 
terests to the Des Moines Register 
& Tribune. His only other activity 
was the publication for a short time 
of the Cedar Falls Daily News at 
Cedar Falls, Ia. He retired two 
years ago. 

He is survived by his widow and 
two children, as well as his mother 
and two brothers. 


Harry Shaw 
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MANFRED, FORMER 
BUSINESS PUBLISHER, DIES 
New York, Oct. 18.—Charles N. 
Manfred, 67, died here last week 
after a brief illness. He was ad- 
vertising manager of Johns-Man- 
ville Corporation from 1905 to 1912 | 


ee 6 lhl i 


and subsequently became owner 
and. publisher of Sugar and the 
Brass World in the business paper 
field. 

He served as vice-president of 
the Technical Publishers Associa- 
tion and was a member of the Ad- 
vertising Club of New York. He 
was retired at the time of his death. 


JOHN STOREY DEAD 


Worcester, Mass., Oct. 18.—John 
J. Storey, 50, managing director of 
WTAG and for many years assistant 
business manager of the Worcester 
Telegram and Evening Gazette, died 
here Sunday of a heart attack. He 
was vice-president of the National 
Association of Broadcasters. 


“ITEM” EXECUTIVE DIES 

New Orleans, Oct. 18.—Paul Jones 
Thompson, vice-president of the 
Item Company, publisher of the 
New Orleans Item and Tribune, 
died here Saturday. He was 54 
years old. 


BBB Issues New “Guide” 


A revised edition of the “Guide 
for Retail Advertising and Selling 
has been published by Nationa 
Better Business Bureau, Inc., New 
York. It contains more than 60,00! 
words and includes definitions of 
terms commonly used in advertis- 
ing; digests of Federal Trade Com- 
mission decisions; trade practic 
rules; digests of National Bureau 0 
Standards’ findings; laws and leg 
decisions affecting advertising. 


Joins Devine 

Charles R. Devine has joined thé 
sales staff of J. J. Devine & Asse 
ciates, New York, publishers’ rep 
resentative. He was formerly wit 
the Evening Times, Salisbury, M¢ 
and Compton Advertising, Ne’ 
York. 
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NOW BLOW, HONEY 


ios 5 TO. COLD PREVENTION. 


This charming little scene will carry the 
story of Norwich vitamin products to 
families throughout the country by means 
of point-of-sale displays. Einson-Free- 
man Company, New York, created and 
produced the unit. Reproductions of the 
Charles Twelvetrees drawing will be used 
as premiums. 


| September Reewe 
_ Promotion Copy 
| Gain of 12.8% 


Chicago, Oct. 20.—Promotional 
advertising placed in the advertis- 
ing press during September exceed- 
ed the preceding month by 12.8 per 
cent and established the largest vol- 
ume of the past five months, accord- 
ing to a report released here today. 

The six advertising papers in- 
cluded in this report showed a total 
of 208,096 lines for the month 
against 184,548 lines for August, a 
gain of 23,548 lines. 

Newspapers, with 53,746 lines or 
25.82 per cent of the total led in 
amount of space used. Magazines 
ran a close second with 52,934 lines 
or 25.43 per cent of the total. Other 
important classifications and the 
amount of space used by each are 
as follows: radio, 20,662 lines or 
9.9 per cent; business paper, 16,268 
lines or 7.81 per cent; advertising 
production, 14,476 lines, or 6.95 per 
cent; farm paper, 11,620 lines or 
5.58 per cent; paper, 10,206 lines or 
4.9 per cent; and agency, 9,422 lines 
or 4.52 per cent. 

Publications on which this report 
is based and their September linage 
records are as follows: 


ADVERTISING AGE (W)........ 84,924 
Advertising & Selling (m).. .22,022 
Printers’ Ink (w).........+- 39,326 
Printers’ Ink Monthly....... 14,042 
Sales Management (sm)..... 29,330 
Bee CO insccdkecncnds cases 18,452 


School Names Ravett 
Ravett Advertising Agency, New 
York, has been appointed by Broad- 
‘ay School of Display Arts, New 
Yor k. Newspapers and magazines 
will be used. 


Douglas-Saunders Named 
Fdward Fields & Co., floor cover- 
ing New York and Miami, has 
nted Douglas-Saunders Ad- 
ing Agency, New York. 


Now Ready! 


THE FAIR 
TRADE ACTS 


By STANLEY A. WEIGEL 
of the San Francisco Bar 


arid hx 


ok for business executives, 


explaining the Acts, the vari 
roblems and methods of dis 
ton they = involve. Appendix 
include complete texts of the 
three state Fair Trade Acts, 
Mites Tydings Amendment to 
nti-trust laws, and legal forms 
tut he ritative and comprehen 
ume for executives in retail, 
le and manufacturing lines 
dition Limited. We suggest im 


te der Price $5.00 per copy 


The FOUNDATION PRESS, Inc. 


'! South La Salle Street, Dept. F 
Chicago, Illinois 
en, 


Gasoline Held 
Within Scope of 


Fair Trade Law 


New York, Oct. 18.—The Feld- 
Crawford resale price maintenance 
law was held to apply to bulk as 
well as package sales in a deci- 
sion rendered here today in su- 
preme court, enjoining Essar Gas 
Stations, Inc., from selling Mobilgas 
at less than the 17% cent minimum 
fixed by Socony-Vacuum Oil Com- 
pany. 

The action was instituted by a 
competitor of the price-cutter. The 
defendant admitted selling at less 
than the contract price but contend- 
ed that the state law had no appli- 


cation to gasoline. The court upheld 
the plaintiff’s contention that the 
sale of gasoline under a brand name, 
from pumps also bearing that name, 
brought the commodity within the 
scope of the law. 


Heads Radio Section 


Walter Craig has sold his radio 
production business to Kenneth 
Burton, his associate, and has 
joined Street & Finney, New York, 
to establish and head a radio de- 
partment. 


“You” Adds Pearson 


You Publishing Company, New 
York, has appointed Fisher 
Pearson, Jr., as New England rep- 
resentative of You magazine with; 
offices in Boston. 


H. | 


Clover Farm Plans 
Increased Effort 


on Own Brand 


Cleveland, Oct. 18.— Continued 
expansion and a stronger advertis- 
ing and merchandising campaign 
on its private brand products was 
the goal set for the coming year by 
the Clover Farm Stores at its con- 
vention held here last week. Over 
1,000 retailers and supply house 
men from all parts of the country 
were present. 

The organization, which now op- 
erates in 24 states, spends about 
1 $1,000,000 a year in all forms of 
cooperative advertising, according 


ito Charles H. Vaughn, advertising 


NBC Blue Announces 


Gt (G0 


er Listening Family 
in the History of Network 


Startling savings offered by new economy 
discount schedule on NBC Blue 


ONTHS of research, including a 
nationwide study of listening 
habits, have produced new, important 
evidence of the size and scope of the Blue 
Network’s regular listening audience. 
An analysis of time schedules shows 
that the Blue Network is now the only 
complete, nationwide network offering 
advertisers any choice of periods at the 
preferred broadcasting hours. 


After careful review of these two fac- 


NATIONAL BROADCASTING COMPANY 


The World’s Greatest Broadcasting System ¢ A RADIO CORPORATION OF AMERICA SERVICE 


Broadcasting 


to broadcast sales 


to “go National” 


tors, NBC now adds a third advantage 
by offering advertisers an opportunity 


Blue Network at the lowest cost per 
listening family in the history of net- 
work broadcasting. 
on a modest advertis- 
ing budget, a new “economy” 
schedule has been set up. You can now 
buy the Basic Blue Network plus sup- 
plementaries at greatly reduced cost. 


manager. Principal expenditures 

are in newspaper space and point 

of sale material. The various ter- 

ritorial divisions of the organiza- 

tion, serviced by member wholesale 
houses in each locality, decide to a 

large extent what their local ad- 
vertising program will be. 


To Push Glendale Brand 


Problems and plans of the Clover 
Farm cooperative chain were dis- 
cussed at a forum meeting, con- 
ducted by Lester H. Lipton, vice- 
president and operation manager. 
Principal effort, it was brought out, 
will be put behind the Clover 
Farm’s own “Glendale Brand” food 
products, but nationally advertised 
brands will also be promoted. 


In your own 
will want to 
messages over the 


age can do fo 


To make it easier 
If your N 


discount 


and tell him y 
it—immediat 


"Peta O4 


this new, lower-cost network cover- 


a new, efficient solution of your own ad- 


vertising problems. 


already called to tell you the whole new 


story, we suggest that you phone him 


interests, we believe you 
understand clearly what 


r you — how it offers you 


BC representative hasn't 


ou want to hear all about 
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ADVERTISING AGE 


October 24, 1933 


St. Louis Store 
Merchandises Its 


Anniversary Copy 


St. Louis, Oct. 19.— Possibly in 
answer to the charge often leveled 
that department stores fail to mer- 
chandise their advertising aggres- 
sively, Famous-Barr Company, of 
this city, has reprinted in a bound 
volume the six full-page advertise- 
ments which it published during its 
recent 25th anniversary. 

The series is being mailed “to a 
selected group of St. Louisans for 
whom we believe it holds special in- 
terest,” since this company, “First 
in St. Louis— fifth in America,” 
merely reflects the growth and 
progress of the city itself. The 
preface is signed by Morton J. May, 
president. 


Shows Store’s Contributions 


Most of the copy in the institu- 
tional series is designed to show the 
store’s contributions to human hap- 
piness rather than to glorify its own 
progress and position. One page, 
devoted to a question and answer 
series, propounds such queries as 
“What happens to the dollar that a 
customer spends at Famous-Barr?” 
“How many people are employed 


. INSTITUTIONAL COPY 


at Famous - Barr?” and “How are 
efficient employes rewarded at Fa- 
mous-Barr?” 

Another entire page is devoted to 
an exposition of the benevolent pa- 
ternalism practiced by the company, 
including the medical staff main- 
tained, sick benefit checks paid, op- 
eration of the “Outing Club,” a non- 
profit lunch room and other similar 
activities, described, however, as 
“Of, by and for employes.” 


Historic Theme 
Marks New Drive 
for Martell Cognac 


New York, Oct. 19.—Park & Til- 
ford Import Corporation has re- 
leased a national magazine and 
newspaper campaign for Martell 
cognac brandy, with copy scheduled 
to appear every week for the bal- 
ance of the year. 

Newspaper’ insertions ranging 
from 100 to 150 lines will appear 
each week in key markets. The 
magazine schedule includes full 
bleed pages in Esquire, Fortune, 
The New Yorker and Time. 

The theme in all copy will be the 
aged background of the product. 
Illustration and text will point out 
that the House of Martell was es- 
tablished at Cognac, France, in 1715, 
shortly after the art of producing 
brandy was discovered. The Mar- 
tell family has been sole distiller 
of the product ever since. Charles 
M. Storm Company is the agency. 


Gellatly Joins Miller 


Miller Broadcasting System, New 
York, producer and distributor of 
Miller tape transmission radio pro- 
grams, has appointed William B. 
Gellatly as Eastern sales represent- 
ative. 


ARTISTS © COPY 


A LARGE, EFFICIENT AND 
COMPLETELY EQUIPPE! 
PRINTING PLANT 


DAY and NIGHT 
OPERATION 


Printing and Advertising 
Counsellors 


i oeng——/ 


workmen 


Telephone WABASH 3 


All Departments 


— 


PLANNING @ 


Printing 


Catalogues e Publications e General Printing 
Direct Mail Advertising 


WRITERS © ENGRAVERS 


OUR SERVICES 


’ TYPESETTING 


(Linotype, Monotype and Hand) 


PRESSWORK 


(The Usual as well as Colors) 


BINDING 


(The Usual, Machine Gathering, 
Covering and Wireless Binding) 


MAILING 


© ELECTROTYPERS 
PHOTOGRAPHING 


DEPENDABLE PRINTING 


Business Methods and Financial Responsibility the Highest. Inquire of Credit 
Agency, Dun & Bradstréet, Inc., and First National Bank, Chicago, Illinois 


OUR 
SPECIALTIES 


Catalogues 
Booklets 
Publications 
Trade Papers 
Magazines 
House Organs 
Price Lists 
Pamphlets 


(This Dept. is equipped to de- 
liver to the post office or custom- 
ers as fast as printed and bound) 


_ Proceedings 


Directories 


ELECTROTYPING AND 
ENGRAVING 


(Our facilities are up-to-date and 
can take care of any sized orders) 


ADVERTISING SERVICE 


(Planning, copywriting, design- 
ing, photographing and artwork) 


PROPER QUALITY QUICK DELIVERY 


Because of up-to-date 
equipment and best 


Because of automatic 
machinery. Day and 
night service 


TO OUR PROSPECTIVE CUSTOMERS — Our growing business which comes from all parts of 
the United States is because of satisfied customers. For your investigation further we will be pleased 
to furnish the names of well known firms who are our present customers. Consulting with us about 
your printing problems and asking for estimates does not place you under any obligation whatever. 


Secure our proposal on your printing. Large and small orders solicited. 
Proposals made on all or any part of our services. 


* = 


PRINTING PRODUCTS CORPORATION 


Polk and La Salle Streets 


Established 1888 


380 


RIGHT PRICE | 


Because of su 
facilities and efficient 


Histories 
Books 
Broadsides 
Folders 
Circulars 

and 
General Printing 


erior | 


management 


Canadian Home Journal ......... 
Canadian Homes & Gardens....... 
*Canadian Magazine 
Chatelaine 
Liberty 
tMaclean’s Magazine 
ee eee 
National Home Monthly 


eevee ereeeeee 
eoeeeeee reer eee eee eeeee 
ee 


Sees eseaon ses 


Total Group 


§Family Herald & Weekly Star— 
Eastern Edition 
Western Edition 

The Farmer’s Magazine 

§Free Press Prairie Farmer........ 

§Western Producer 


eevee eeeeeeeeeeeee 


Total Group 


OCTOBER LINAGE OF CANADIAN MAGAZINES 


a, 


Commercial Display in Canadian Farm Papers 
Country Guide & Nor’-West Farmer 24.7 


*Semi-monthly. Both issues included. } 

+Page size changed from 700 to 429 lines in September. 
t{Weekly: September linage shown, not included in total. 
§September; not included in total. 


1938 by 
Pages Lines Pages Lines 
41.5 29,063 47.7 33,443 
33.0 22,176 35.1 23,618 
23.8 10,212 28.6 12,279 
35.8 25,110 46.5 32,566 
20.2 8,668 29.3 12,570 
47.9 33,581 49.2 34,507 
63.9 42,944 60.5 40,712 
29.7 20,841 36.6 25,66] 
183,927 202,777 


17,830 19.6 14,196 

41.8 33,515 52.2 41,805 
31.5 25,244 30.5 24,470 
27.2 19,046 25.8 18,098 
36.8 40,517 41.0 45,200 
14.7 16,839 13.0 14.864 
36,876 32,294 


Canadian Magazine 


Linage Off 9.3% 
for October 


Chicago, Oct. 19.—October linage 
in Canadian magazines made its 
most favorable showing in several 
months with seven publications re- 
porting a total of 183,927 as com- 
pared with 202,777 for the month a 
year ago. 

This is a decline of 9.3 per cent, 
as compared with declines in pre- 
vious months of 18.8 per cent, 25.1 
per cent and 29.5 per cent, re- 
spectively. 

Two Canadian farm papers, the 
Country Guide & Nor’-West Farmer 
and the Farmer’s Magazine, cur- 
rently reporting October linage, 
showed gains over 1937 figures. 
The total for the two was 36,876, as 
compared with 32,224 in 1937, a 
gain of 14.4 per cent. 

Figures for the individual papers 
as well as page totals are shown in 
the table above. 


Canada Barristers 
May Use Paid 
Space in Campaign 


Vancouver, B. C., Oct. 18.—Cana- 
dian lawyers may launch a publicity 
campaign next year to regain some 
of the legal business they have lost 
to trust companies, real estate agen- 
cies and other organizations who 
have consistently advertised their 
services, it was disclosed here today 
following the convention of the 
Canadian Bar Association last week. 

Extremely conservative, the Can- 
adian solicitors limited their con- 
vention action to approval of “an 
investigation of the possibility of 
launching a carefully devised pub- 
licity campaign on behalf of the 
profession as a whole.” 

A resolution to this effect, moved 
by S. I. Springsteen, K. C., of Wind- 
sor, Ont., was placed in the hands 
of a committee. Action is unlikely 
until next year’s meeting. The reso- 
lution, however, does not provide 
for any form of advertising by indi- 
vidual members of the bar. 


‘Magnilamp to Use Papers 


First advertising for Magnilamp, 
lighting device made by Magnilamp 


Chicago, Illinois 


Company, New York, will appear in 
| newspapers in the New York area 
| about Nov. 15. The patented device 
| offers shadowless magnified illumi- 
|nation. Direct mail and point-of- 
sale helps will supplement news- 
paper copy. Jorgenson Advertising 
Corporation, New York, has the ac- 
; count. 

To Use College Papers 

| Liggett & Myers Tobacco Com- 
pany, New York, and R. J. Reynolds 
Tobacco Company, Winston-Salem, 


,N. C. will use half and full page 


| space each week in 400 college news- 
| papers this fall, 
Advertising 
publishers’ 
York. 


Service, Inc., 


representative, New 


| _ : 
Don Wallace Moves 

Don Wallace Photographic Stu- 
dio, Chicago, has moved to 1008 
Rush street. 


Coming 
Conventions 


Oct. 28-29. Annual convention, 
Tenth District, Advertising Federa- 
tion of America, Fort Worth, Tex. 

Oct. 30-Nov. 3. Annual conven- 
tion, Financial Advertisers Associa- 
tion, Fort Worth, Tex. 

Nov. 5-6. Midwest Intercity Con- 
ference of Women’s Advertising 
Clubs, St. Louis. 

Nov. 14-16. Annual convention, 
Life Advertisers Association, At- 
lantic City. 

Dec. 27-30. Annual convention, 
American Marketing Association, 
Detroit. 


NBC Establishes New | 
“Package Discount” 


Establishment of a new “package 
discount” has been announced by 
the National Broadcasting Company . 
as the first major step in an inten- ne 
sive sales campaign in behalf of the |) ‘¢ 
Blue network. It will drastically [c@! 
reduce overall cost to advertisers \ 
using complete supplementary atu 
groups in addition to basic blue sta- 
tions. isor 

The new rate structure goes into 7, 
effect Nov. 1. It will grant dis- |) , 
counts on total billings, according | ~ 
to the following schedule: Basic 
Blue chain, plus one supplementary 
group, whose total hourly rate is 
$500 or more, five per cent; basic 
Blue plus two supplementary groups, 
with total hourly rate of $1,000 or 
more, ten per cent; basic Blue plus 
three groups with hourly rate of 
$1,500 or more, 15 per cent; basic 
Blue plus all four supplementary 
groups, 20 per cent. 
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Push Forbidden Fruit we 
R. C. Williams & Co., wholesale he 
distributor, New York, has started us 
a campaign in The New Yorker for ess 
Forbidden Fruit, a beverage to be ri 
served as cocktail or liquor. Copy, \ 


slanted toward women, will appear 
every week until Christmas. Ber- 
mingham, Castleman & Pierce, New 
York, is the agency. 


through National | 
college | 


Of the 


214 


PUBLISHER MEMBERS 
of the Audit 


Bureau of Circulation, 


only 6 magazines 
are currently 
credited with over a 


million 
newsstand 
circulation. Of these 


McCALL’S 


| is the single 
“representative in its fielé 


McCall Corporation 
230 Park Avenue 
New York 
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Human Engineering 
Essential fo 


Industrial Peace 


ABP Members Hear 
Melvin Evans Address 
Fall Convention 


Chicago, Oct. 19—Human engi- 
neering is required if the viewpoints 
of capital and labor are to be recon- 
ciled in the United States, Melvin 
Evans, of Evans Associates, Chicago, 
told the fall meeting of the Asso- 
ciated Business Papers, Inc., here 
today. C. A. Musselman, president, 
The Chilton Company, also told 
how business papers are working 

| for more intelligent public and in- 
> dustrial relations. 

Others on the program at this 
session, at which James Peck, Mc- 

) Graw-Hill Publishing Company, 
: presided, were Robert J. Bayer, 
i Trafic World; Walter Painter, 
i Power Plant Engineering; A. H. 
Fensholt, president, Fensholt Com- 
pany, and Ben Abramson, book 
5 seller. 
' Mr. Evans has been conducting 
}a class at the University of Wis- 
' consin for a year, attendance being 
}on a voluntary basis. The objective 
is to help the students understand 
themselves, and on the basis of this 
understanding, to remake their per- 
sonalities to fit the requirements of 
world which is growing much 
smaller and therefore more difficult 
to live in. 


ield 


become plant executives of the 

“cooperative variety,” who, with 

some help from employes, will be 
Sable to develop harmonious indus- 
trial relations. 

“We have built an industrial body 
with muscle, but no nervous sys- 
tem,” said Mr. Evans, in ascribing 

f causes for recent industrial friction. 
"We have got to change the atti- 
g tude of both management and labor. 
"We hope to reach the latter in 
somewhat the way we have been 
‘re-educating college men.” 

Mr. Musselman said that business 

ublishers are seeking facts which 
will assist readers in meeting the 
jsocial responsibilities with which 
/business is now charged. The A. B. 
P. is collaborating with the National 
Conference of Business Paper Edi- 
tors in this work. 


| These young men eventually will 
{ 
j 
' 


Books as Companions 


Mr. Abramson, the book man, 
irged the publishers to vivify their 
ves and works by holding com- 
munion with masterpieces of all 
‘ne ages. The publisher of today 
must be far broader than his prede- 
essor, he suggested, for either ma- 
‘erlal or spiritual success. 

Mr. Fensholt, the agency presi- 
‘ent, said that business papers can 
ell their function to industrial 
xecutives by using the latters’ 
menclature. They must manu- 


( % 
Ever Watch a Boy 
| Read a Newspaper? 


‘arts at the back, goes as 


the sports page... and 
tops Once that page is 
ed fully, the paper is 
| aside you have an 


tisement in that paper, it's 
infortunate—he'll never 
t But when it comes to 
kh school paper—that's 
ng else again There's 
ing he really reads— 
» back ... including the 
ie acts on them, too. De- 
nt stores using these 
tions have learned that 
ir pleasant surprise If 
ve never used HSAC High 
Publications, you have 
Pped a profitabie market 
irket of 858.483 buyers 
rend $108,454,486 of their 
oney every year You 
all of this market or 
as you wish—through 
lusively The facts are 
ind enlightening. We'll 
em if you'll drop a note 


h 


ir letter-head to Rich 
Advertising Service (NOT 
ertising agency) 26 Court 


Brooklyn, N. Y. 


S 


Ses 


facture sales as well as products, 
and the business paper should be 
described as the mechanized tool 
which will produce this result. 
Business paper solicitations 
should be based on the advertiser’s 
objective, which will vary according 
to the age and acceptance of his 
product, Mr. Fensholt said. He 
asserted that news of new products 
has no place in the editorial columns 
of business papers, and the latter, 
by printing such material, deprive 
themselves of advertising. 


E-Z Thread to Reiss 


E-Z Thread Company, New York, 
has placed its account with Reiss 
Advertising, New York. Newspa- 
pers, magazines and trade papers 
will be used. 


Gussow, Kahn Named 


Three River Lumber Company, 
New York, has appointed Gussow, 
Kahn & Co., New York, to handle 
advertising for Redwood Spruce. 
Red Cedar and North Carolina Pine. 


oa 


George C. Biggar. Supervisor of WLW’s Rural Program activities, has been 
engaged in planning and directing programs for farm folks during the 
Born on a farm and a graduate of South Dakota State 
College, he has had charge of farm and home programs from WFAA, 
Dallas; WSB, Atlanta; KMBC, Kansas City; and WLS, Chicago. He was 
WLS Program Director for seven years, 
Agricultural Editor and Rural Events Announcer is John F. Merrifield, a 
graduate of Iowa State College in agricultural economics. 
with county farm agents and other agricultural officials in several states. 


past 15 years. 


John Conrad (right) of the WLW Spe- 
interviews 

County, 
Ohio, Agricultural Agent at Carthage 


cial Events 
William 


department, 
Bibbee, Hamilton 


Fair, while John Merrifield of the Y@St rural audience about 4-H_ work, 
WLW Agricultural dept. smiles in while John Conrad and Herb Flaig, 
accord with what Mr. Bibbee says. WLW’s Special Events Director, stand by. 


Decreamco Dean Jessie, famous 
Smith, Wooster, Ohio, answers 


Holstein, 
John 
I. D. Hadley, Field Secretary of the Ohio Holstein-Friesian Ass'n looks on. 


TESTIMONIALS FEATURE OUTDOOR COPY 


* Donald M. Taylor. Says. 


Names of local boosters of Gilmore Oil Company products are inserted on 
24-sheet posters throughout California, Oregon and Washington. Newspapers 
and radio are also being used in a drive extending through the winter. 


To “Vacationeer” 


Carl Nissen has been appointed 
advertising manager of Vacationeer, 
new Los Angeles monthly publica- 
tion. 


Gets Pottery Account 


Purinton Pottery Company, 
Wellsville, O., has appointed Ed- 
ward M. Power Agency, Pittsburgh, 
to handle a magazine campaign. 


Form Agency for 
Fair Participants 

A general service publicity and 
advertising agency to assist partici- 
pants in the 1939 Golden Gate In- 
ternational Exposition has been 
organized by a group of San Fran- 
cisco business men at 200 Bush 
street, San Francisco. 

Robert W. Robb, for two years 
assistant director of publicity and 
promotion for the Exposition, is 
general manager. Directors include 
Carl Eastman, Pacific Coast vice- 
president, N. W. Ayer & Son; 
Garnet J. Weigel, Night-Counihan 
Company; Robert Davis, Sterling 
Engraving Company, and Nathan 
Danziger, past president, San Fran- 
cisco Advertising Club. 


Kill Super Tax 

A proposed Milwaukee tax of 
$5,000 on super markets was killed 
Oct. 5 when the judiciary committee 
of the common council recom- 
mended that the bill be placed on 
file. 


think are 


table market quotations 


rural entertainment ... “Truly 
tical 


grandmother's day . 


farmer 


national attention. 
And now 


ice medium. 


Working with him as WLW’s 


He has worked Swine Feeders Day. 


..these things, too, we 


part of the 


Story of WLW 


OR years the Nation’s Station has provided time for a daily eco- 
F nomic, educational and entertainment service to its rural audience. 
Weather forecasts, livestock, grain, butter and egg, fruit and vege- 
.. +. NBC's National Farm and Home Hour 


...+ “Top of the Morning” with its lively “wake up and cheer up” 


American” built around Barton 


Rees Pogue, Hoosier poet-philosopher, and Boss Johnston, a prac- 
“Country Sunday” with songs and hymns of 
.. “Fortunes Washed Away”, a weekly dramatic 
offering of the Federal Soil Conservation Service, which has attracted 


... WLW has become an even more effective farm serv- 

Special Farm Events, handled by John F. Merrifield, Agricultural 
Editor, have recently brought to WLW listeners the educational and 
human interest angles of the National Dairy Exposition, Ohio State 


Fair, Hamilton County Fair, Ohio 4H Club Congress and Purdue 


“Morning News” was recently inaugurated at 6:45 a. m. daily to 


bring stories of important world happenings to rural America 


at breakfast time 


information the 


agricultural 


from 
culture, 


gossip .. 


WLW’s new 


more effective in 


4-H Club Members of Hamilton County, inspiration 
Ohio, participate in broadcast of third 


annual carnival. Merrifield tells WLW’s 


Farm 
United States 
colleges 


Boone County Jamboree on 


to continue it’s long-established farm service . . 
practical 


and “down to earth” 
Department of Agri- 


and farm 


news 


organizations have 


become daily features on WLW’s Top of the Morning. . . 
The R. F. D. Mail Box features friendly farm information and 
. Farm leaders and authorities and 4-H Club boys 
and girls appear regularly before WLW’s microphones. 


Friday nights 


brings good old-fashioned singin’ school and huskin’ bee enter- 
tainment to the nation’s farm folks. 

The Nation's Station well knows that rural America can be 
served by radio as through no other medium. WLW is pledged 


. to make it 


helpfulness, entertainment and 


hen 1g gan 


WLW'S Supervisor of Rural Programs 


S. S. 


her. 


her owner, 
questions about 


poses while 
Merrifield’s 


bus. 


Earl H. Hanefeld, Director of Agriculture for the state of Ohio, tells 
John Conrad, John Merrifield and WLW’s listening audience about 
the elaborate plans for Ohio's great state fair, held annually at Colum 


WLW picked up six broadcasts from the Ohio State Fair, in 
cluding everything from cattle judging to interviews on the midway 
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ADVERTISING AGE 


October 24, x. 


Executives Study 
Long-Range Sales 
Plan for Newspapers 


Breckenridge Tells 
of Bureau Projects 


Under Way 


Chicago, Oct. 18.—The fourteen 
points in which the newspaper field 
has failed, and how it is endeavor- 
ing to regain lost ground were re- 
cited to the opening session of the 
fall convention of the Newspaper 
Advertising Executives Association 
by Wilder Breckenridge, sales man- 
ager, Bureau of Advertising, Amer- 
ican Newspaper Publishers Associ- 
ation. 

In giving Mr. Breckenridge some 
hearty applause, and renewing its 
conviction that the industry is on 
the road to higher ground, the asso- 
ciation recalled that it was just 
three years ago that Frank Tripp, 
general manager of the Gannett 
Newspapers, launched the move- 
ment which has come to be known 
as the “united front.” Later in the 
day, Mr. Tripp took the floor briefly 
to defend the pace which has al- 
lowed much time to be consumed 
in preliminary work. 


How Newspapers Failed 


Mr. Breckenridge said that a sur- 
vey among agencies revealed the 
following errors which might be 
charged against newspapers: 

1. They have sold _ individual 
newspapers to the exclusion of the 
medium. 

2. They represent the only pri- 
mary medium whose sales weapons 
have been regarded chiefly as cir- 
culation and linage. 

3. They have spent too much time 
on lost wars—have torpedoed too 
many recommendations. 

4. They have accepted inadequate 


“Hello, Mr.G. C. Packard,” ( Campbell-Ewald Co. ) 


Bil You say MARKET ? 


_ you didn't 
“‘Peorlarea’’ has 


know that 

a population 
almost three times as great as 
all of Wyoming! A ‘‘cream’’ 
market, too, including the rich 
est county in Ilinols in Total 
Annual Farm Crops. You know. of 
course, you can cover Peoriarea 
with one station--WMBD 


Free & Peters, gunet or 
Ine < 
Nat'l ‘Reps. 


schedules, partly because of their 
tendency to split schedules. 

5. They have sold against com- 
peting media with insufficient fac- 
tual data. 

6. They have neglected emphasis 
on economy, one of their strongest 
assets. 

7. They have failed to reach the 
top executives whose word is often 
final. 

8. They have failed as an indus- 
try to provide adequate market 
data. 

9. They have allowed competitors 
to woo dealers away from news- 
papers. 

10. They have devoted too much 


promotion to competitive aspects, 
too little to success stories. 
11. They have made insufficient 
INDUSTRIAL EQUIPMENT NEWS a 
Started : ZT wm What's Nie om Member 
1933 CCA 


ADVERTISING IN INDUSTRIAL EQUIPMENT 


NEWS SELLS PRODUCTS TO INDUSTRY 
BECAUSE 51,857 ACTIVE PLANT OPERA- 


TING MEN USE “IEN” MONTHLY TO & 


LOOK FOR THEIR CURRENT NEEDS. 


Only $79 to $85 a month to describe 
industrial products where and when 
industry's buyers buy. Details? 


WRITE FOR "The JEN Plan” 


THOMAS PUBLISHING CO.., 


461 Eighth Ave., New York| 


& 7 2 & j 
Zz a oF 
—, 


NEWSPAPER ADVERTISING EXECUTIVES EYE CAMERA 


Shown in the group at upper left are (left to 
right) Earl H. Maloney, advertising manager, 
Peoria Journal-Transcript; W. L. Just, News-Sun, 
Waukegan; H. R. Schaffner, Canton Repository; 
W. F. Dagon, Illinois State Journal, Springfield; 
Lem Collins, Chicago manager of Media Rec- 
ords, and Irving Buntman, NAEA secretary. 


At upper right is Frank Tripp, general manager 
of the Gannett Newspapers, and at lower right 


is Col. 
of the Washington Star. 


Leroy W. Herron, advertising director 


The two smilers in the center are Irwin Maier 


(left), 


Milwaukee Journal, 


New York Sun. 


and E. A. Sutphin, 


Registering at lower left are R. E. Scofield, 
Lexington Herald-Leader, and J. K. > 


Back of them is 
Portsmouth Times. 


Canton Repository. 
Fletcher, 


factual research on editorial reader- 
ship. 

12. They have committed the 
same error of omission as regards 
advertising readership. 

13. They have failed to encour- 
age frequency use and adequate 
use, while placing too much em- 
phasis on flexibility. 

14. They have failed to solve the 
local-national rate question. 

Explaining that the Bureau of 
Advertising has a comparatively 
small force, Mr. Breckenridge said 
that it has decided to concentrate 
his efforts on the 26 agencies plac- 
ing 60 per cent of all national ad- 
vertising. 


Projects of Bureau 


The Bureau is working on a gen- 
eral newspaper presentation and 
others for special classifications and 
for individual advertisers, he said. 
It is also making an attempt to buy 
a group of editorial studies. Mr. 
Breckenridge suggested that, edi- 
torially, newspapers may have been 
straying from their primary field of 
giving readers local news. He said 
that the Cleveland Plain Dealer, at 
least, has not been guilty of this 
mistake, and he held up a copy 
from which all local news had been 
blacked out. More than 90 per cent 
of the editorial content was black, 
the small percentage remaining 
representing the space devoted to 
the remainder of the world. 

Radio has educated the newspa- 
per field to proper merchandising 
of advertising, Mr. Breckenridge 


|said, indicating that it would be 
|interesting to see what happened 
if newspaper advertisers were asked 
devote as much effort to this 
merchandising, including use of 
other media to exploit the main 
campaign. 


The Bureau is also taking steps|to handle the 


to put all of its research on a sound 
basis, so that findings will be 
ie by agencies and advertisers 
Too much research in the past has 
| been lack of 
| proper sponsorship, Mr. Brecken- 
| ridge said. 

Other 
|clude cost studies, to how 
|}much money is reauired for a cam- 
|}paien in newsnapers and competing 

media: a retail media preference 


suspect because of 


show 


|}count of Hyvis Oils, 


ac- |New York, 


study in various fields to find out 
how dealers stand; a sound slide 
film, and an advertising campaign 
directed at newspaper readers. The 
Bureau hopes to have Harvard Uni- 
versity make a survey of the in- 
fluence of the newspaper in the 
home. 


Clarifies Gallup Stand 


Mr. Breckenridge said that some 
of the surveys made by Gallup have 
been distorted so that their original 
purport has almost been lost. Dr. 
Gallup never placed any arbitrary 
limitation on the effectiveness of 
newspaper advertising, he declared, 
despite the fact that this impression 
has gained much ground. The bu- 
reau would like to have Dr. Gallup 
make some continuing studies of a 
cross-section of the newspaper field, 
he added, and it has also arranged 
for a Hooper study, “So They Don’t 
Read the Ads” originally made for 
advertisers. 

Mr. Breckenridge concluded with 
a report showing that the Bureau 
now has 683 members, representing 
two-thirds of the daily newspaper 
circulation of the United States and 
Canada. 


Weber Reveneed 


William J. Weber, 
tional advertising manager of the 
Times, Raleigh, N. C., has been 
appointed advertising director. John 
T. Howard, formerly with the Pal- 
ladium Times, Oswego, N. Y., and 
George R. Hooks, formerly with the 
Atlanta Journal, have been added to 
the Times display staff. 


formerly na- 


Aitkin-Kynett Named 
Aitkin-Kynett Company, Phila- 
delphia, has resigned from the ac- 
Inc., Warren, 
Pa. The agency has been appointed 
advertising of Wol- 
Refining Company, 
refiner of Wolf’s Head, 
Penn Empire and Empire oils. 


verine-Empire 


Pauline Holman Named 


projects of the Bureau in- | 


|Calox tooth powder 


Pauline Holman, Hollywood, who 
has been securing motion picture 
star endorsements for McKesson’s 
copy, has been 
3owman & Colum- 
Angeles agency, to handle 


reappointed by 
bia, Los 


‘'N Y. Sun’ Nemes: 
Winner of NAEA 


Promotion Contes} 


Chicago, Oct. 19.—The New Yop, 
Sun was named winner of the 
newspaper promotion copy contest 
sponsored by the Newspaper Ag. 
vertising Executives Association a, 
the association concluded its cop. 
vention here yesterday. 

Winner of the contest for pro. 
motion pieces aside from newspape; 
copy was the New York Herqy 
Tribune. 

Second prize in the newspape 
copy contest went to the Detro;; 
News, while the Knickerbocke 
News, Albany, N. Y., drew the cer. 
tificate for third award. 

Those receiving honorable mep. 
tion were the Milwaukee Ney, 
Sentinel, Lexington Herald Leader 
Hartford Times, St. Louis Globe. 
Democrat, Milwaukee Journal, Wor. 
cester Telegram-Gazette, Spokan 
Spokesman - Review,  Indianapoli 
News, Baltimore Sun, Troy Record 
Wausau Record-Herald, Cincinnat 
Post, Detroit Free Fress, New York § F 
Times, Chicago News, Dixon Tele. 
graph and the Rockford Star Regis. CG 
ter-Republic. 

Second prize in the awards given 
for other than newspaper copy went 
to the Phoenix Republica and Gu. 
zette, third to the Spokane Spoke:. : 
man-Review. . of 

: 


Honorable mention was accorded 
the Omaha World-Herald, Roanoke 
World-Herald, New York Sun, De. 


troit News, Milwaukee Journal hey 
Chicago News, Indianapolis New; sin 
Hartford Times, New York Time thr 


Christian Science Monitor, Cincin- ; 
nati Post and the Honolulu Star-) 


Bulletin. : = 
Winners were selected by ballot! 7 tie: 

vote of NAEA members at the con-) 7 ,. . 

vention. ; 


Four to Ohio; 
Williams Added 


Ohio Advertising Agency, Cleve- 
land, has been appointed to direct 
the advertising of the following 
Cleveland companies: U. S. Parking 
Meter Corporation; Robinson Pop-7 
corn Company, popcorn machines 
Durotize Company, waterproofing 
compounds for textiles, and Gelt- 
man Sponging Company, cloth pre- 
shrinking service for manufacturer: 


John V. Williams has joined th ro 
agency as copywriter. - 
My 

“News” Adds Dodd soa 


John Dodd, formerly with th) age. 
local advertising staff of the Atf) c.. 
lanta Constitution, has joined th 
local staff of the Indianapolis News 
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ADDS NEW DUTIES 


Austin S. Igleheart, who has just been 
named executive vice-president of Gen- 
eral Foods Corporation. 


Five Executives 
Get Promotions 
at General Foods 


New York, Oct. 19.—Austin S. 
Igleheart, vice-president in charge 
of sales and merchandising for Gen- 
eral Foods Corporation since 1935, 
has been named executive vice- 
president, a position formerly held 
by Clarence Francis, and vacant 
since his accession to the presidency 
three years ago. 

Mr. Igleheart’s new assignment 
calls for continuance of supervision 
of all General Foods’ sales activi- 
ties, in addition to certain other du- 
ties involved in the general man- 
One of 
his first official acts was to an- 
nounce the following promotions: 

Ralph Starr Butler, vice-presi- 
dent in charge of advertising since 
1926, becomes promotional sales 
with general supervision 
over merchandising and advertising. 

William M. Robbins, sales man- 
ager of General Foods Sales Com- 
pany, in charge of the field sales 
force, has been named vice-presi- 
dent. Charles G. Mortimer, Jr., 
ice-president of the sales com- 
pany, becomes advertising manager 
f the corporation. Mrs. E. B. 
Myers, associate advertising man- 
ager, becomes merchandising man- 
ager for Calumet baking powder, 
Sanka and Kaffee Hag coffee, Log 
Cabin syrup, Certo, and Sure-Jell 
which were formerly under Mr 
Mortimer’s supervision. 


Read Wight Heads 
WBS in Chicago 
Read Wight, member of the Chi- 
cago sales staff of World Broadcast- 
ing System, Inc., for the past five 
years, has been appointed resident 
inager of the Chicago studios and 
fices, in charge of Midwest activi- 
Nes. He succeeds A. J. Kendrick 


-president, who has moved tc 
New York as general manager of 


* World Transcription System. 
Roy H. Holmes, formerly wit! 
National Broadcasting Company as 
traffic manager, has joined World 
Sroadcasting System in a_ similar 
apacity. Herbert I. Jacobson has 
transferred from World’s con- 
inuity department to advertising 
nd publicity. 


RCA Buys Patents 


Radio Corporation of America 
chased United States, Ger- 
Enelish and Canadian patents 
television synchronization meth- 
apparatus from Don Le« 
sting System, Lewis Allen 
Don Lee vice-president and 
manager, has announced. 


To Walker & Downing 
M Mfg. Company, Welles- 
maker of coal-cleaning and 
‘Sening equipment, has placed its 
>, t with Walker & Downing, 


irgh. 


Non 


ftckson Resigns 


yne Jackson has resigned 
lirector and production man 
MacDonald-Potter, Inc., 


Ask Rejection of 
‘Cure-All’ Copy 
in England 


London, Oct. 14.—The advertising 
investigation department of the Ad- 
vertising Association of Great Brit- 
ain has circularized its members re- 
minding them that “organized ad- 
vertising looks with extreme dis- 
favor” upon advertisements of rem- 
edies offering to cure or relieve cer- 
tain diseases. 

The association suggested that 
there should be universal rejection 
of advertisements which offer to 
cure or relieve Bright’s disease, 
sancer, consumption, tuberculosis, 
jliabetes, epilepsy or fits, locomotor 


ataxia, lupus, paralysis, rheumatoid | 


or osteo arthritis; or which offer to 
cure hernia or rupture or any struc- 
tural or organic ailment of the audi- 
tory or optical system. 

Referring to large display adver- 
tisements offering a cure “‘once and 
for all” for stomach ulcers, the 
circular said that the committee had 
always deprecated postal diagnosis 
and self-medication in cases of seri- 
ous complaints such as duodenal 
and stomach ulcers, where delay in 
seeking proper medical attention 
might prove dangerous. 


Gets Biltmore Florists 


Biltmore Florists, Los Angeles 
chain, has appointed Erwin, Wasey 
& Co., Los Angeles, to direct a news- 
paper and radio campaign. 


Roche to Direct 
Shipping Promotion 


James F. Roche, formerly with 
the New York Times, has been ap- 
pointed director of advertising and 
public relations for Moore-McCor- 
mack Company, New York. 

He will be assistant to Robert C. 
Lee, executive vice-president, and 
will direct advertising for the 
American Scantic Line, operating to 
Scandinavian countries and Russia: 
government-owned service of Amer- 
ican Republics Line to the East 
coast of South America, and Moore- 
mack Gulf Line, serving coastwise 
ports of the United States. 


Gets Claridge Hotel 

Gale & Pietsch, Chicago agency, 
has been appointed to handle the 
advertising of Claridge Hotel, St. 
Louis. 
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TEXAS STATE NETWORK 


HERE’S MERCHANDISING SUPPORT 


ONLY TSN CAN PROVIDE! 


Advertisers on the Texas State Network 
get more than the matchless coverage 
of TSN’s 23 primary listening areas, 
which blanket 22 of the most important 
markets in rich and responsive Texas. 
Each station of the Texas State Network 
maintains a complete merchandising 
staff to cooperate with sponsors in the 


Ask for Com plete Information 


field work that helps advertising suc- 


KRGY 


‘Chevrolet to Sponsor 


Sherman-Denison 


Program in New York 

General Motors Sales Corporation 
started a special series of newscasts 
for Chevrolet, Oct. 17, supplement- 
ing the extensive transcribed spot 
radio program, which is being heard 
over 260 stations. 

The New York news broadcast, 
consisting of United Press dis- 
patches of interest to metropolitan 
audiences, will be heard Monday 
through Saturday, 6-6:05 p. m. 
Campbell-Ewald Company, New 
York, is the agency. 


Rochford Changes 
Daniel Rochford, formerly di- 


rector of advertising for the New 
England Council, has been ap- 
pointed public relations director of 
Young & Ottley, New York, invest- 
ment management. 


Affiliated with Mutual Broadcasting System 


ceed. KF]Z and KTAT... © KCMC .. . Texarkana 
‘ ort Worth KFRO .. Longview 
The many services offered by these 23 WRR...... Sates =BOEB...... Tyler 
‘ — f KXYZ... . Houston , 
ISN merchandising staffs are available KABC ..San Antonio Wyre ~~ 
° P ° KGNC. ae aaa | 4 
to TSN advertisers. In this way an KFYO.... Lubbock TEM. Temple 
’ dv ” 7 Fat ‘ h 1 in KBST . . Big Spring oo ae Austin 
advertiser can secure expert help in KGKL . . San Angels andy oe 
. oe : . adsee Abilene - Galveston 
merchandising his program in almost lela Paris ERIS . Cocpus Chalet 
every important market in the state. KRRV . «~~... KRGV ... . Weslaco 


(Rio Grande Valley) 


Texas State Network, Inc. 


Elliott Roosevelt, President 


Neal Barrett, Executive “Vie Predideas 
FORT WORTH, TEXAS 


Represented by INTERNATIONAL RADIO SALES, INC., New York, Chicago, Detroit and Los Angeles 
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Radio Annoyances | 
Revealed by 
Harvard Expert 


Fraunhar Finds Repeti- 
tious Commercials 
Among Major Factors 


Cambridge, Mass., Oct. 18.—Repe- 
titious commercials and those which 
come as sharp interruptions in the 
program are revealed as major “an- 


noyance factors” in a survey of 
radio listening habits published 
today in Princeton University’s 


Public Opinion Quarterly. 

Gilbert Fraunhar, of the psychol- 
ogy department of Harvard Univer- 
sity, is the author of the survey. 
Subjects studied included univer- 
sity students, department store em- 
ployes and YMCA members. 

While repetitious copy was most 
annoying to all save Harvard stu- 
dents, the latter, presumably up- 
holding that institution’s deserved 
fame as an intellectual center, ob- 
jected most vigorously to stale jokes 
and “low brow” comedy. 

Uncovered by the study is the 
fact that radio programs that are 
most popular seem to have the best 
chance of containing annoyances. 

“A low annoyance score from the 
groups that favor nationally popu- 
lar variety, comedy and dramatic 
programs might be a product of a 
dull critical faculty, or adaptation, 
or both,” Mr. Fraunhar said. “It 
might be that the pleasure derived 
from these programs is so keen as 
to minimize the effects of unpleas- 
ing aspects,” he continued. 

“There is a rather marked rela- 
tionship between the number of sta- 


1896 - 1938 


And Now 


KATE 


HAS PASSED AWAY 


Kate follows Queen. who died just a 
few months back . . . and so ends the 
career of perhaps the country’s most 
famous pair of mules... Kate and 
Queen. Both lived to the astounding 
mule-age of 42 years... taking an 
active part in the civic development of 
our great city... and exemplifying 
the faithful service and spirit of cama- 
raderie of all Polar employes. 


POLAR ICE & FUEL CO. 


Polar Ice & Fuel Company, Indianapolis, 
paid a fitting tribute to the passing 
of a faithful employe in this newspaper 
copy, following a similar tribute to its 
teammate several months ago. 


tions listened to and the annoyance. 
There is a decline in the number of 
stations listened to with increase in 
listener’s age and increase in annoy- 
ance. This is possibly due to a 
desire on the part of the older lis- 
teners and those most annoyed to 
protect themselves from annoyance 
by restricting their explorations 
over the dial,” he added. 

In his list of possible radio an- 
noyances Mr. Fraunhar includes 
under the category of “extrinsic 
disturbances” such items as inter- 


WANTED... 


an Account Executive 


We are prepared to take on new 
business . . . having moved to larger 
quarters and increased our facilities 
for handling accounts. We are a 
30-year-old, well-financed Chicago 
advertising agency. Will make ex- 
ceptional proposition to account ex- 
ecutive who can pay his own way 
from the start. Reply in confidence, 
giving full details, to 


Box 1555, Advertising Age 


ruptions by studio audience ap- 
plause or laughter, and unreal or 
improperly produced sound effects. 
Other annoyances listed are dis- 
turbances arising out of radio 
stories with unreal characters, pro- 
grams that break leaving the lis- 
tener in suspense, too much repe- 
tition and stories with poor plots 
and unreal situations. These were 
all considered “moderately annoy- 
ing.” 


Four Are Given 
St. Louis Awards 

Lynn C. Mahan, publicity director 
of Thomas W. Parry, Inc., was 
awarded the president’s trophy at 
a meeting of the Advertising Club 


of St. Louis last week. Others who 


received awards were James A. 
Carroll for his work as chairman ot 
the reception committee; Arthur R. 
Ocker, for attendance promotion, 


and Ray Maxwell, for leading the 


summer “shirt sleeve” sessions. 


E. Lansing Ray, Jr., secretary of 
the St. Louis Globe-Democrat, was 


installed as club president. He was 
re-elected recently after filling the 
unexpired term of Douglas Mur- 
phey. 


Graham Promotes Foley 
Joe Foley has been appointed 
assistant advertising manager of 
Graham-Paige Motors Corporation, 
Detroit. He was formerly in charge 
of dealer contacts and purchasing. 


Media Service Named 

Media Service, New York, has been 
appointed Eastern representative of 
Food Mart News, Chicago. 


Getting Personal 


Jim Knox, v.p. and g.m., Knox Gelatine Company, made his radio 
debut recently over NBC’s “If I Had a Chance” program. He revealed 
that his suppressed ambition has always been to be an animal trainer. 
On the same show was Mary Pickford, now a cosmetics manufacturer 
and not just an ex-actress. . 


Dr. Julius Weltzien, pres. Schering Corporation, maker of Saraka 
and an extensive line of pharmaceuticals, has purchased an elab- 
orate home at Short Hills, N. J. . . Thomas J. Watson, pres., Inter- 
national Business Machines Corporation, and world traveler extra- 
ordinary, has been named an honorary member of the Board of 
Greek-American Relations. . . 

Admen in politics are a dime a dozen these days. John C. Kelly, 
pres., Kelly, Nason & Winsten, is directing Gov. Herbert H. Leh- 
man’s campaign for re-election. . . Herbert S. Waters, a.m., Kresge 
Dept. Store, Newark, and pres., Ad Club of Newark, is Republican 
campaign manager in his home county. . . 

Thomas L. L. Ryan, pres., Pedlar & Ryan; John Sterling, This 
Week publisher, and James Adams, exec. v.p., Benton & Bowles, head 
a ways and means committee of New York agency men and publish- 
ers working for the re-election of Bruce Barton to Congress. . 


One of the features of the recent Mutual Insurance Advertising Conference in 

Syracuse, N. Y., was the "Maylo Clinic’’ at which three ad executives dissected 

direct mail campaigns of companies in their field. The examining “surgeons” 

here are David Sperry, Minnesota Implement Mutual; Carl Crummett, American 
Mutual; and Paul Purmort, Central Manufacturers Mutual. 


William O’Neil, pres., General Tire and Rubber Company, Akron, 
has returned after two months in Europe. He represented the U. S. 
rubber industry at the recent International Rubber Conference held 
at London. . . Cedric Seaman, a.m., Continental Baking Company, and 
Ted Bates, v.p., Benton & Bowles, traveled to Hollywood to attend 
inaugural broadcast of new Continental show... 


Rudolph E. Goes, export mgr., Seagram Distillers Corporation, will 
soon live up to his name when he goes off on an extended trip to for- 
eign fields. .. John S. Brehm, v.p., Crowell Publishing Company, has 
sold his Bronxville home. . . 

Douglas W. Meservey, right-hand man to John Royal, v.p., NBC, 
betook himself a wife, and is honeymooning in Bermuda. . . Edgar 
Kobak, v.p., Lord & Thomas, is a Georgia Tech man, but his son is an 
undergraduate at North Carolina. .. Ray Welch, Jr., son of Ray Welch, 
director of advertising, National Geographic, plays football for Iona 
Prep up in Westchester. . . 

Charlie Lippold, salesman for Electrical World, underwent an 
appendectomy in aN. Y. hospital. He recovered in time to take in 
the Pennsylvania-Princeton football game, and barely escaped a re- 
lapse. as he watched his Alma Mater take a thorough shellacking 
from the underdog Tigers. .. Dave Beard, direct mail adv. dept., Mc- 
Graw-Hill Publishing Company, another Penn graduate, also wit- 
nessed the Quakers’ downfall. . . 

Lee Bristol, v.p. charge of adv., Bristol-Myers Company, bears a 
facial resemblance to F.D.R. . . Dr. William J. Reilly, research psy- 
chologist and pres., National Institute for Straight Thinking, is an 
able exponent of the manly art of fisticuffs, and might have been 
a ring champ if he hadn’t become a doctor of philosophy instead. . . 

John A. Logan invited Wright Patman to speak before the re- 
cent convention of the National Association of Food Chains, but the 
Texas representative declined with profuse apologies. Donald 
Grimes was once turned down when he applied to J. Frank Grimes 
for a position with the Independent Grocers’ Alliance, Chicago, so 
young Grimes went to work for Great Atlantic & Pacific Tea Com- 
pany until he could report to his dad that he had had experience in 
the food field. He got the job with IGA... 

Joseph R. Collins, a.m., Libby, McNeill & Libby, adds zest to his 
enjoyment of major football games by shooting spectacular plays 
with his trusty Leica. A telescopic lens helps him capture those flesh 
and blood closeups. . . 

William B. Carr, Western manager for Time, was cocktail host to 
a large party of friends at the Stevens Hotel during ABC Week. 
Harry Dole, advertising manager, and Paul West, assistant publisher, 
represented the magazine’s New York headquarters. . . 

Henry D. Bradley, g.m., Times-Star, Bridgeport, Conn., was 
named president of The Algonquin Club of Bridgeport for the com- 
ing year. He will be formally inducted into office Oct. 26. . . Add 
admen in politics: John B. Geraghty, Philadelphia agency head, is 
publicity director of the Republican City Committee in the campaign 
of Arthur H. James for governor of Pennsylvania and Senator James 
J. Davis for re-election. . . 

J. V. Connolly, g.m., Hearst newspapers, was on his way from 
Houston to Atlanta when the airliner in which he and 13 others were 
flying crashed near Montgomery. All passengers were uninjured. . . 

Gordon K. Seagrove, v.p., Lambert & Feasley, New York, and a 
regular contributor to the Line O’Type column in the Chicago Tribune 
from 1915 to 1922, was at it again last week when “The Dorinda’s 
End,” an elegy to a boat lost in the recent North Atlantic hurricane, 
was published in the Line. . . 


$$ 


Eye First Results 
of Bay State's 
Loss Leader Law 


Retailers Revise Sale, 
Tactics to Conform with 
New Law 


Boston, Mass., Oct. 19.—With the 
Massachusetts Unfair Sales Act jp 
operation one month (the bill be. 
came law on Sept. 12), leag. 
ers in the food field are reportin; 
that retailers throughout the cop. 
monwealth are adapting their sal« 
tactics to conform with the lay 
The law eliminates “loss-leader 
from wholesaling and _ retailing 
with wholesalers required to sho, 
at least 2 per cent above cost ang 
retailers at least 6 per cent above 

Harry F. Woodward, secretary ¢ 
the Massachusetts Retail Grocer 
Association, told ADVERTISING Aq 
that the Massachusetts Food Coup. 
cil has established 10 district coup. 
cils to enforce the law. 

The councils will report and ty 
to remedy violations in such a map. 
ner that there will be no need fa 
the state to help the effectivenes 
of the law. Mr. Woodward ex. 
pressed hope that the food indus. 
try itself would show enough initia- 
tive to properly patrol the entir 
state. 


700 Complaints Handled 


“The Metropolitan Boston dis. 
trict council alone handled mor 
than 700 complaints and adjusted 
them during the first week of th 
Unfair Sales Act’s existence,” Mr 


Woodward said. 

“Practically all of the complaint 
came from holdover prices from the 
previous week which had not bee: 
changed, or from confusion regard- 
ing advertising allowances a: 
against extra profit allowance 
count and recount deals and speci: 


deals extending farther back thar! 


the 30 days’ period of grace,” he ex- 
plained. 

While admitting that there exists 
aggressive opposition to the lay 
and that from this source viola-| 
tions may arise, Mr. Woodwar¢ 
said that of great importance i 
the task of retail and wholesal 
grocer to make sure that the con- 
sumer understands the act and 
understands that prices in genera 
have not been raised. The onl 
prices to be affected are _ thos 
which have been used as loss-lead- 
ers and bait, Mr. Woodward ex- 
plained. 


Morrell Rejoins L&T 
Norman Morrell, assistant pi" 
gram manager of the Nationé 
Broadcasting Company since 193 
has rejoined Lord & Thomas, Ne 
York, to assist on program produt- 
tion. He was with the agency fr 
eight years prior to joining NBC 


T LAKE 
SANCITY 


is an 
Active 
Market 
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A consistent user of ADVERTISING AGE space, 
WFBR has taken full advantage of the unusual 
opportunities which ADVERTISING AGE provides 
for the fractional page advertiser. 

It has told its story interestingly and effectively 
in various sizes of space, one of its most effective 
units being a full column packed with news and 
information, and with plenty of 
dramatic value. 

And WFBR, in common with 
dozens of other radio stations, 
has discovered the unique abil- 
ity of ADVERTISING AGE to get 
a story across to buyers, and to 
produce direct tangible re- 
sults. Says WFBR: 

“We believe that our 
message in ADVERTISING 
AGE has reached the peo- 
ple we want to reach, and 
we consider it the back- 
bone of our campaign 


Commercial Manager of Radio Station WFBR, Baltimore 


For radio stations, magazines, newspapers, 
farm papers, business papers . . . for paper manu- 
facturers, lithographers, photographers, artists . . . 
for everyone who has goods or services to sell to 
the advertising field, ADVERTISING AGE has dem- 
onstrated its ability to deliver a message to people 
who can buy, and to get specific ACTION. 


Advertiser after advertiser has 
discovered that 
ADVERTISING 
AGE not only 
prints his mes- 
‘sage, but ac- 
tually delivers it 
toibuyers .. . 
buyers who 
have the means 
and authority to 
ACT. 
If you want 
action from ac- 
tive buyers, 


" which has brought us ADVERTISING 
direct business in a AGE can get it 
” 
. number of cases. for you. 


During the first eight months of this 
year ADVERTISING AGE continued to 
be the first choice of radio advertis- 
ers, carrying more accounts, more 
lines and more dollars of radio ad- 
vertising than any other general 


Baltimore’s live radio station WFBR religiously follows the advice it gives its own custo- 
mers and prospects: advertise consistently. That is why WFBR is represented in every issue of 
Apvertisinc Ace—52 times a year—almost twice as many insertions as it uses in all other general 
advertising papers combined. 

And WFBR’s experience proves again that the format and makeup of Apvertisinc Ace, 
coupled with the front-o-back reader interest developed by live editorial content, gives every 
advertiser—large and small—the maximum visibility and the maximum action for his money. 

Small size space, used consistently and handled intelligently, can do a real selling job in 


advertising paper—50 per cent more 
than the next paper. 


_ rut Maloomal on 
| Advertising Age _ ius, 


ADVERTISING AGE. 


SAN FRANCISCO ATLANTA 
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Super Pyro Drive 
Marks 5th Year 
of Sales Rise 


Product's Debut in 
1933 Wrought Change 


in Industry 


New York, Oct. 18—With its 
largest campaign scheduled to open 
this month, U. S. Industrial Alcohol 
Company's executives today flipped 
back the pages to recall some of 
the marketing techniques used to 
introduce Super Pyro five years ago, 


techniques which not only helped it }. 


to gain sales leadership but which 
served efficiently in “straightening 
out” a demoralized industry. 

Super Pyro was put on the mar- 
ket in 1933, when 90 per cent of the 
anti-freeze mixtures used were de- 
natured alcohol. The remaining 10 
per cent were the more expensive 
one-shot variety, usually made of 
ethylene glycol or glycerin. Ramp- 
ant price cutting made most of the 
business unprofitable and the mar- 
ket was consequently in a_ very 
unsteady shape. 

The actual parent of Super Pyro 
was Pyro, a well known brand of 
alcohol which U. S. I. had been 
marketing for 25 years. A new 
formula made Super Pyro safer, 
less expensive and more dependable 
than ordinary alcohol. A distinctive 
coloring was utilized in obtaining 
identification which would prevent 
substitution. The price of the prod- 
uct, currently $1 per gallon, was 
set at a figure which would provide 
a fair profit for producer, jobber 
and dealer. Jobber distribution 
helped the company to maintain 
control over merchandising policies 
and lent stability to the price 
structure. 


“Peace of Mind” Theme 


Advertising—which this season 
sells “peace of mind” rather than 
the product itself—was and still is 
based on a per gallonage appropria- 
tion. Increased sales have thus 
paved the way for continuously 
stepped up budgets, employing all 
major media. 

While the company is naturally 
proud of its own record, it also 
points with pride to changed con- 
ditions it has helped to create in the 
entire field. 

Other premium alcohol brands 
have likewise compiled favorable 
sales records in the five year period, 
while the market for this type of 


product has become much more 
stabilized. 
Oreinary alcohol is apparently 


WE 


Translations and publicity in all Foreign 


SOLVE IT! 


Languages Advertising Stvle Com- 
position & Make-Up for all Languages. 
and charge regularly “‘A for an Alpha." 


GEORGE STAVROU 
132 Nassau St., New York, N. ¥ 
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WINTER’ S JUST AROUND THE CORNER 
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To guard the cooling system oo) your co: apaine froering 
you want am antifreeze that will prowect wo low esi temper- 
wmures... ls safe for yout engine harnttoss to your 
health cmd ccommmrical to wie 

This year, be forchanded and be safe! Pos in Super Pyro 
early. And romember, when you buy Super Pyro at $) « 
Belin, you are wer merely buying 20 enti-ireete wo pul in 2m 
your radian ‘ a 

You are buying peace of mind which permics you mo ane 
sed enjoy your cat wll wimer long a0 mater how low 
the vempersture drape. You get freedom from worry 
about freere-ups, ples the satisiaction of knowing that the 
cotire covting eystem is being hept clean and eficien: by 
the patwoted ingrediems in Super Pyro which sop cast 
ead corrosion 

Super Pyro hes sated money aed worry ia 15 million 
curt, in all kinds of wieter weather, all over the country 
this ym ge product. made by US, wortd’s o nidewe 
magutectus of seat freere 

Look ra the Samper Pyre sign the very nee time vow 
tshe yout cor out. The dealer has » sclentific chart which 
tells exactly how much Super Pyro ts weeded wo provect 
your car at the temperatures expected in vou locality 
how much to add when sudden col! seeps are predicued 

Hove yoor radiant checked from tome to 
wit! be ‘beh igh ed with the ease one —, carn 
[reece ap were tee If your in rad with 


the hapless victim of this trend, 
with current estimates indicating 
that premium alcohol and methanol 
now absorb about 80 per cent of 
the market. 

The new campaign for Super 
Pyro, calling for a 20 per cent in- 
crease in magazine and outdoor ad- 
vertising, will dwell but little upon 
the technical phases of engine cool- 
ing. Its primary intent, as evi- 
denced in initial releases, will be 
to emphasize the “peace of mind” 
accruing to the motorist who knows 
that his car is efficiently protected 
against freezing all winter long. 

Outdoor advertising ties in 
indisputable appeal of a pair of 
shapely feminine legs with Super 
Pyro’s ability to “arrest Old Man 
Winter.” One poster portrays a 
feminine officer of the law, whose 
uniform comes considerably above 
the knees, in the act of arresting 
“Old Man Winter.” With attention 
thus obtained, a headline reminds 
the motorist that “Super Pyro anti- 


the 


‘| freeze has arrested Old Man Winter 


in 15 million cars.” 

The magazine schedule includes 
Collier’s, Country Gentleman, Lib- 
erty and The Saturday Evening 
Post. Newspapers are scheduled for 
major Eastern cities, including New 
York, Philadelphia, Rochester and 
Pittsburgh. Approximately 8,000 
outdoor posters will appear in 170 
cities. 


Lambert and Fe 


‘asley is the 


agency in charge. 
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survey shows “On Schedule” 


thanks to AIR EXPRESS! 


New York agency completed final draft of research report for presentation next 


morning 1000 miles away. 


cost, 


Traffic department flashed word for AIR EXPRESS to 
call. 9 A.M. receipted delivery pleased client 
rush jobs on mats, plates, scripts, use AIR EXPRESS 


For 
2500 miles overnight, at low 


added this to survey findings: “ 


Direct super-speed service to 220 key cities and direct rail-air connections to 


23,000 cities and towns in United States and Canada; also to Latin America, Hono- 


lulu, and Far East. Phone RAILWAY EXPRESS 


~~ 


kk kkk a 
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AIR EXPRESS Division. 


Made by U.S.1..., World's oldest manufacturer of anti- 
freeze 


PROVED | IN 15 MILLION CARS 


This magazine layout will strike the keynote for Super Pyro merchandising during 
the: coming season. 


>- 


Sold and serviced by 100,000 enthusiastic dealers 


‘Asthenia’ Proves 
Too High Hat 


for the Layman 


Chicago, Oct. 18.—Pluto Water 
will probably discard “asthenia” 
for the good old-fashioned appeal 
which first made it famous, an 
executive of the French Lick 
Springs Hotel Company, attending 
the convention of the National 
Association of Retail Druggists, said 
here last week. 

The “asthenia” advertising didn’t 
get many people excited because it 
was a little too general, he said. 
The Greek derivation of this word 
suggests “weakness,” and that is 
one of the definitions given by the 
dictionary. Others are “general de- 
bility” and “depression of vital 
power.” 

Either the public didn’t look the 
word up, or its vital power is doing 
all right, this representative said. 
At any rate, sales of Pluto have 
tapered off, other laxatives winning 
the field which it once almost 
monopolized. “Constipation” is 
understood by almost everyone, he 
asserted. 

Ferrel Resigns from 
Real Silk Hosiery 

Paul O. Ferrel has resigned as 
general sales and merchandise man- 
ager of Real Silk Hosiery Mills, Inc., 


Earnings of 
Advertisers 


Libbey-Owens-Ford 

Net income for three months 
ended Sept. 30 was $850,586, com- 
pared with net loss of $50,352 in the 
previous quarter. Net income for 
the first nine months amounted to 
$428,750, against $8,848,158 for the 
corresponding period in 1937. 


Lehn & Fink 


For the quarter ended Sept. 30, 
indicated net income totaled $201,- 
671, compared with $83,890 for the 
same quarter in 1937, a gain of 
240 per cent. For the first nine 
months, net income was $356,467, 
against $322,020 for the like 1937 
period, a rise of 1.10 per cent. 


Industrial Rayon 

The company reports net profit 
of $180,686 for nine months ended 
Sept. 30, compared with $197,916 for 
the first nine months of the pre- 
ceding year. For the September 
quarter, net profit was $301,136, 
compared with $16,544 in the same 
quarter of 1937. 


General Baking Company 

For 13 weeks ended Sept. 24, net 
profit amounted to $731,142, com- 
pared with $695,960 for 13 weeks 
ended Sept. 25, 1937, and $538,844 
for 13 weeks ended June 25, 1938. 


U. S. Gypsum 
Report shows net profit of $1,- 


~| 607,725 for the quarter ended Sept. 


30, compared with $1,456,307 for 
the September quarter of 1937. For 
the first nine months, net profit 
totaled $3,788,945, compared with 
$4,857,560 for the first nine months 
of 1937. 


General Electric 


For nine months ended Sept. 30, 
net income was $17,548,256, com- 
pared with $39,663,931 for the first 
nine months of 1937, a decrease of 
56 per cent. Indicated net income 
for the September quarter was $4,- 
371,400, compared with net income 
of $13,370,327 for the like 1937 
quarter. 


Cream of Wheat Corporation 
Net profit amounted to $227,319 
for three months ended Sept. 30, 
against $264,557 for the correspond- 
ing period a year ago. Net profit 
for the first nine months totaled 
$646,893, compared with $848,760 
for the first nine months of 1937. 


American Writing Paper 

For three months ended Sept. 30, 
loss was $46,030, compared with loss 
of $31,050 for the September quar- 
ter of 1937. 


American Chicle 

Net income for the third quarter 
was $930,085, compared with $1,- 
022,665 for the September quarter 
of 1937. For the first nine months, 
net income was $2,551,668, against 


Indianapolis, after 15 years with the 
company. He will remain with Real 
Silk until Dec. 31 as sales consult- 
ant. 

C. W. Price has been 
acting general sales 
J. L. Mueller, 


| 


appointed 
manager and | 
merchandise manager. 


Drive for Silverware | 


Fall advertising plans of Interna- 


tional Silver Company, Meriden, | 
Conn., for Holmes & Edwards inlaid 
silverware call for the most exten- 
sive schedule in its history, with | 
17 magazines on the list. Newell- 
Emmett Company, New York, is 


the agency. 
Roden Joins Agency 


Walter Roden, formerly advertis- 
ing manager of Aeolian Piano Com- 


pany, New York, has joined Black- 
stone Company, New York, as ac- 
count executive. 
Belnap in East 

Belnap and Thompson, Chicago | 
sales promotion company, has| 
opened a New York office in the 
Graybar bldg Martin W. Baz- 


ner, promotion director, is in charge 


|} period a year 


| with $9,135,936 for the 


| Sept. 30, 
same 


$2,808,038 for the corresponding 
ago. 


| Caterpillar Tractor 


For nine months ended Sept. 30, 
net profit was $2,072,101, compared 
same period 
a year ago. Net sales for nine 
months aggregated $37,461,077, 
against $54,405,559 for the like 1937 
period. 


'Schenley Distillers 


For three 
net income 
compared 


months ended Sept. 30, 
amounted to $790,992. 
with $1,248,504 for 


corresponding period in 1937. 


Acme Steel 


Report shows net profit of $110,- | 
quarter, 
the | 


007 for the 
compared 
same 


September 
with $305,863 
period ago. 


for 


a year 


National Biscuit Company 
The company reports net profit 
of $3,662,311 for the quarter ended 


period in 1937. For the first 


—— 


nine months, net profit was $9 307,. 
466, against $8,732,531 for the first 
nine months of 1937. 


Johns-Manville 
Net profit for the Septembe, 
quarter was $882,366, compareg 


with $214,578 in the previous quar. 
ter and $1,780,857 for the  thirg 
quarter of 1937. Sales for the periog 
decreased 25 per cent, from $16. 
397,159 in 1937 to $12,341,457 jp 
1938. 


Beech-Nut Packing Company 
For the quarter ended Sept. 39, 
profit amounted to $774,307, com. 
pared with $879,249 for the like 
1937 quarter. For nine months 
ended Sept. 30, profit was $2,117,169 
against $2,319,341 for the same 
period a year ago. 


Littick Heads 
Ohio Select List 

O. B. Littick, of the Zanesville 
Signal and Times-Recorder, has 
been elected president of the Ohi 
Select List of Daily Newspapers, 
succeeding R. F. Fletcher, Ports. 
mouth Times. 

A. C. Hudnutt, Elyria Chronicle. 
Telegram, was named vice-presj- 
dent, and C. H. Spencer, Newark 
Advocate, re-elected secretary for 
the 26th term. 


Cleveland Launches 


Fifth Poster Contest 


Prizes totaling $500 will be dis- 
tributed among winners of the fifth 
annual Cleveland Students’ Poster 
Art Exhibit. Closing date is Jan 
10. General theme of this year’s 
contest is promotion of the Red 
Cross roll call. 

Full information may be obtained 
from L. C. Sykora, 732 Union Com- 
merce bldg., Cleveland. Any schoo] 
student in Cuyahoga _ county is 
eligible. 


Acme Machinery 
Doubles Appropriation 


Acme Machinery Company, Clev- 
eland, manufacturer of threading 
and upsetting machines, has doubled 
its advertising appropriation. 

American Machinist, Iron Age, 
Machinery and Metal Progress, as 
well as direct mail, will be used 
The company has named _ John 
Stephan, Cleveland, to handle its 
account. 


Brown Rejoins Hartman 


Robert C. Brown, formerly assist- 
ant publisher of the New York 
Journal-American, has returned t 
L. H. Hartman Company, New 
York, as account executive. 


Display Firm Formed 
David Gottesman, formerly on the 
sales staff of Union Steel Product 
Company, Albion, Mich., has forme¢ 
National Display Advertising Com- 
pany at 1 W. 39th street, New York 


Klein Changes 


Adolph Klein has become an at 
count executive with Yeomans & 
Foote, San Francisco. He was for 
merly with Kelso Norman Organ 
zation, San Francisco. 


COLLINS 
MILLER & 
HUTCHINGS 


the | 


against $3,309,739 for the | 


INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 
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Philadelphia 
Independents Hit 
A&P Tax Copy 


Deny Chains Effect 


Consumer Savings, 


Help Farmer 


Philadelphia, Oct. 18.— Taking 
exception to statements of the Great 
Atlantic and Pacific Tea Company 
made in its current newspaper ad- 
yertising, independent grocers in 
this city this week resorted to large 
newspaper space to explain their 
stand on the chain store legislation 
problem. 

Over the signature of the presi- 
dent of the Penn Mutual Grocers’ 
Association and the Penn Mutual 
Grocery, Inc., the copy said, in 
part: “The argument of the Great 
A&P Tea Company, that if the great 
national chains were broken up into 
smaller units, employes would lose 
their jobs, farmers would lose their 
markets, and consumers would be 
overcharged for their food needs 
must be based on the theory that 
people would eat less food or stop 
eating altogether if the present 
highly competitive conditions in the 
food industry would be removed or 
if there were no big interstate 
chains. 

“Food costs would not increase to 
the alarming figure suggested by 
the corporate chains. In fact, there 
is no reason to presume that food 
costs would increase at all; on the 
other hand, there is sound reason 
to conclude that they might be 
somewhat decreased. 


Economies Challenged 
“The Great Atlantic and Pacific 


» Tea Company claims that food is 
» sold to the public from their stores 


at from 8 to 10 per cent lower than 
the prices of individual grocers, but 
there is no authoritative proof of 
this claim. The truth is that the 


» Federal Trade Commission reported 
; some years ago that prices in a 


group of leading individual stores, 
offering credit and delivery service, 
averaged only 1.7 per cent higher 
than those of either of the two 
leading chains. Certainly, with au- 


| thoritative government figures as a 


basis, is it not reasonable to con- 


7" 
MONEY SAVER!! 


(00 NEW PHOTO SUBJECTS 


MONTHLY $5 
EYE*CATCHERS fairly sparkle 
iman interest situations for 


nes of business at only $5.00 
Per month . 


- why pay more? 
ew subjects monthly. New 
p models. High class phe 
Used by biggest ad- 
GLOSSY PRINT PLAN 
Xmas subjects now 

Write for FREE proof 


: f Trial Subscription 
CVE 


10 E. 38th St. New York 
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-|up in that same territory. 


“CATCHERS 


FOR NEW ZIPPER 


In introducing Crown zippers to the re- 
tail trade, Crown Fastener division of 
the Spool Cotton Company, New York, 
is using this four color counter display 
container designed by Robert Gair Co. 


clude that prices in any cash and 
carry individually owned _ store 
would be comparable and probably 
lower than those in the corporate 
chains? 

“The statement of the Great A&P 
Tea Company, that if corporate 
interstate chains were broken up by 
legislation the farmer would lose 
his market, is absolutely unfounded. 
The farmer would materially bene- 
fit by the disintegration of large 
interstate chains and their buying 
agencies, because he would then 
sell to a competitive instead of a 
monopolized market controlled by a 
few great buyers. Ask the farmer 
and he will affirm these assertions. 
Many examples can be cited of 
where the corporate chains have 
taken advantage of their power to 
so break down the markets, that 
farmers were forced to sell their 
produce at prices that did not pay 
their cost of production. It is im- 
possible for small buyers to pay 
reasonable prices to the farmer 
when chain buyers have demoral- 
ized the market in a certain terri- 
tory. 

“The breaking up of large mo- 
nopoly would not throw 900,000 em- 
ployes out of work because it is 
reasonable to conclude that for 
every chain store that closed an 
individual proprietor would open 
If that 
new operator happened to open a 
full-service store as the trend now 
indicates, there would be jobs for 
more than 900,000 employes. Gov- 
ernment figures clearly point out 
that individual stores, giving credit 
and delivery service, hire seven 
employes for every five employed 
by their chain competitors doing 
the same volume of business. 

“The individual grocer seeks fur- 
ther regulation of corporate chains 
not as an offensive gesture, but 
purely as a defensive measure, for 
the benefit of producers and con- 
sumers, as well as of the individual 
merchant in business.” 


WISCONSIN GROCERS 
ATTACK A&P STAND 


Kenosha, Wis., Oct. 18.—Inde- 
pendent food dealers published 
their reply to the A&P “Statement 
of Public Policy” which appeared 
here a few days ago in a five- 
column advertisement in the Eve- 
ning News bearing this head: 

“The Individual Grocer Has a 
Story to Tell.” The message chal- 
lenged many of the points made by 
the chain and closed with the para- 
graph: “One thought we leave with 
you. How many of your neighbor- 
hood grocers have retired with a 
fortune? The Hartford boys claim 
they are financially independent! 


j}to continue working if we want to 
leat.” 

Meanwhile, at Fond du Lac, Wis., 
the Wisconsin Buttermakers’ Asso- 
ciation passed a resolution at its 
annual convention expressing “firm 
opposition to anti-chain store legis- 
lation proposed by Congressman 
Patman and to any like legislation, 
‘ither state or national.” 


Well, we aren’t, and we will have | 


Chains Ponder 
Advisability of 


a Joint Campaign 


New York, Oct. 20.—Final deci- 
sion on whether or not chain stores 
should wage a cooperative battle 
against the threat of discriminatory 
taxation remained in abeyance this 
week, awaiting formulation of a 
plan of procedure by chain store 
executives through the Institute of 
Distribution. 

The entire public relations prob- 
lem was given further study at a 
special meeting here last week-end, 
called by D. M. Nelson, vice-presi- 
dent of Sears, Roebuck & Co., and 
president of the institute. Al- 
though the session was held behind 
closed doors, it was learned that 
Don Francisco, president of Lord & 
Thomas, presented his views on the 
problem facing the industry. It 
was generally assumed that if the 
chain stores decide to proceed with 
a group advertising program, Mr. 
Francisco’s agency will handle the 
campaign. 

It was learned that the execu- 
tives at the meeting expressed di- 
vergent opinions on the proper plan 
of procedure. Although all agreed 
that some action must be taken to 
publicize the chains’ side of the 


story, there was by no means 
unanimity with respect to a coop- 
erative campaign. A number of 
executives felt that individual com- 
panies should take up the fight by 
themselves rather than dive into 
the fray en masse. 

Another meeting of the _ insti- 
tute’s leaders is expected within the 
next few weeks. 


A & P EXPANDS DRIVE 
TO FARM PAPERS 


New York, Oct. 20.—Further ex- 
pansion of its institutional cam- 
paign in defense of chain stores, 
was revealed today by the Great 
Atlantic & Pacific Tea Company. 
The same copy which appeared in 
1,300 newspapers will be used in 60 
farm papers, attacking the bill by 
which Congressman Patman hopes 
to put chain stores out of business 


by confiscatory taxation. | 

All of the national farm publica- | 
tions are on the A & P list, and a | 
great many of the state and sec- 
tional papers. Full pages are being 
used in every case. Paris & Peart 
is the agency. 


Graves Returns 


E. K. Graves, formerly with Mil- 
print, Inc., New York, has returned 
to the Cellophane division of E. I. 
du Pont de Nemours & Co., New 


York. 


Newspaper Owners 
to Become Salesmen? 


Chicago, Oct. 19.—The grow- 
ing conviction that proprietors 
of newspapers must cast their 
weight into the scales in the 
battle with other media was ex- 
pressed before the Newspaper 
Advertising Executives Associa- 
tion today by Harvey R. Young, 
advertising director, Columbus 
Dispatch. Mr. Young said that 
groups of the owners might 
wait on Henry Ford, Alfred 
Sloan and other high industrial 
executives to tell the newspaper 
story. Other members said that 
the publishers might take indi- 
vidual action, their contacts 
giving them access to influential 
advertisers who cannot be 
reached by lesser satellites. 


ee 
—- 


——— 
Harris Shifts 

Eugene Harris, formerly advertis- 
ing director of Chair, Inc., New 


York, has joined Reiss Advertising, 
New York, as account executive. 


Joins “Agriculturist” 

Harland G. Walter, formerly with 
Look, has been appointed manager 
of the Detroit office of Southern 
Agriculturist, Nashville. 


men. 


other executives. 


publication. 


ARE YOU 
Paying $30 for 
$3 Circulation? 


There are 125,000 doctors of medicine in the United States, and you 
can advertise to them through the Journal of the American Medical Asso- 
ciation and other good medical journals for about $3 per page per thou- 


sand. It’s a good buy, if your product is used or recommended by medical 


There are about 7,000 hospitals in the United States, and because of the 
tremendous purchasing power of their billion-dollar annual budget, as well 
as the widely specialized character of the buying group which controls this 
enormous expenditure, advertising in the paid-circulation hospital papers 
costs around $30 per page per thousand. That’s a good buy, too—pro- 
vided you get real hospital buyer circulation in your hospital media. 

HOSPITAL MANAGEMENT, for instance, is an ABC-ABP paper, 
edited, as its name implies, exclusively for hospital superintendents and 
Its circulation represents all buying power, undiluted by 
overflow from the medical, surgical and nursing fields. 
vertisers of equipment, food products, linens, cleaning materials, laundry 
supplies, and other items used in quantity in the operation of these mul- 


tiple-housekeeping units regularly get lowest-cost sales results from this 


We have some current results data which shows the advantage of using 
a smaller circulation to actual buyers, with no $3-per-thousand overflow 
which you pay for at the rate of $30 a thousand. 


Hospital Management 


The National Magazine of Hospital Administration 
100 E. Ohio St., Chicago — 


Pacific Coast representatives: Den Harway & (Co., Los Angeles and San Francisco 


330 W. 42nd St., New York 


That’s why ad- 
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October 24, 1932 


Newspapers Show 
14.8% Drop 


for Nine Months 


New York, Oct. 20.—Total adver- 
tising in newspapers for the first 
nine months of the year was 14.8 
per cent below that of 1937, accord- 
ing to a Media Records report 
issued today. This report includes 
linage figures for 52 cities and 
accompanies another tabulation on 
newspaper leaders in various classi- 
fications. 

The September total for newspa- 
pers was 11.4 per cent below the 
1937 figure. 

A breakdown of the nine-month 
total shows percentage declines in 
each classification. These are: Re- 
tail 10.7; general, 25.5; automotive, 
35.4; financial, 20; total display, 
15.8; classified, 10.9, and depart- 
ment store, 8. 

September figures also show de- 
clines in each type of copy, as fol- 
lows: Retail 7.8; general, 19.9; 
automotive, 41.6; financial, 7.2; total 
display, 11.8; classified, 9.9 and de- 
partment store, 5.5. 


Leader at the nine-month mark | 


among morning newspapers in total 
advertising was the New York 
News, with 9,177,721 lines. The 
Washington Star was first among 
evening papers with 12,234,329 
lines; the New York Times first 
among Sunday papers with 8,833,- 
897 lines, and the Washington Star 


first in the list including both six 
day and seven day papers with 
15,896,130. 

Other leaders in the various 


classifications are as follows: 

Retail: Morning, New York News, 
7,572,582. Evening, Washington 
Star, 8,331,430. Sunday, New York 
Times, 3,581,168. 


General: Morning, New York 
Times, 1,589,423. Evening, New 
York Sun (among U. S. papers) 


1,551,346. Sunday, New York Times, 
1,468,344. 

Automotive: Morning, Harrisburg 
Patriot (among U. S. papers), 285,- 
091; Evening, Buffalo News, 407,075. 
Sunday, Cleveland  Plain-Dealer, 
180,206. 


IN AYER SHIFT 


Harris D. Bootman has been placed 
charge of N. W. Ayer & Son's new de- 
partment handling media selection, data 
development, purchasing, checking inser- 
tions, auditing and media filing. 


Financial: Morning, New York 
Times, 495,186. Evening, New York 
Sun, 268,750. Sunday, Newark Call, 


139,034. 
Total display: Morning, New 
York News, 9,146,375. Evening 


Washington Star, 9,895,252. Sunday, 
New York Times, 5,206,407. 
Classified: Morning, Los Angeles 


Times, 2,891,280. Evening, Newark 
News (among U. S. papers), 2,364,- 
519. Sunday, Detroit News, 1,802,- 


773. 

Department Store: 
York News, 3,720,822. 
York Sun, 4,202,662. 
York Times, 2,219,579 

Passenger Cars (New): 
Harrisburg Patriot (among U. S. 
papers), 70,213. Evening, Newark 
News (among U. S. papers), 107,- 
057. Sunday, Cleveland  Plain- 
Dealer, 114,888. 

The Montreal Star and Montreal 
La Presse were first and second 
among all evening papers in gen- 
eral advertising carried. The To- 
'ronto Globe & Mail was first among 


Morning, New 
Evening, New 
Sunday, New 


Morning, 


AMERICA’S Yul cnss-mass MARKET 


reaches highest purchasing -power in history ! 


A space 


buyer's dream come true 
a market that earns regularly, 


spends its earnings on essential 


products, buys through /oyalty to 
its own medium. 

AND. 
(purchasing power, to the adver 
tiser) going up all the time! 
That's the behind the Peo 
ple's Press chain ot labor news 


finds its carning power 


story 


For here are the 


papers. papers 
labor reads. And buys from. ‘The 
papers of labor news, labor inter 
est. And selling power to labor 


A chain of labor papers centrally 
produced and with combined na 
tional distribution, People’s Press 
gives vou market coverage at mini 
And it’s a market that 


wee ely. 


mum cost. 


earns *8,000,000 


You'll want the 
vour schedules. ¢ 


full 


ill or write 


storv for 


‘The Newspapers of Labor 


People's Press 


Natl. Adve. Office: 1133 Broadway, New York City 


PEOPLE BUY. .WHERE PEOPLE WORK... WHERE PEOPLE'S PRESS IS READ 


Most Effective for 


| cosmetics. 


| 


| 


| toward these products.” 


| marketed by irresponsible manufac- 


| 


| 


uct 


| 


morning papers carrying automo- 
tive advertising. The Toronto Tele- 
gram and Star were first and sec- 
ond, respectively, among evening 
papers in classified linage. The 
Toronto Globe & Mail and Mont- 
real Gazette were first and second, 
respectively, among morning papers 
in new passenger car linage. The 
Montreal La Presse and Toronto 
Telegram were first and second, re- 
spectively, among evening papers in 
this classification. 


Statutory Control 


Cosmetics: Thomas 


(Continued from Page 1) 


and better served by the statement 
of a guarantee of one of the various 
councils of his medical association 
than by the advertising and labeling 
requirements now legally required. 

“Speaking for the cosmetic indus- 
try and the legitimate consumer 
protection which we heartily favor, 
I would like to ask Dr. Fishbein 
what has his advisory committee on 
cosmetic advertising accomplished 
since its creation?” 

According to Mr. Thomas, this 
committee’s only published state- 
ment appeared shortly after the 
AMA convention, and stated its re- 
fusal to approve advertising claims 
for so-called “non allergic cos- 
metics.” 


Suggests State Controls 


Discussing the problem of state 
and federal regulation, Mr. Thomas 
said that state jurisdiction might 
reasonably include factory inspec- 
tion of the sanitary conditions under 
which foods, drugs or cosmetics are 
manufactured; inspection of service 
industries, such as beauty parlors, 
tourist camps and hotels, and con- 
trol of purely local industries. 

Federal supervision he held es- 
sential on such matters as certifying 
colors, regulation of use of vitamins, 
hormones and other glandular prod- 
ucts in both drugs and cosmetics. 

“On this particular topic,” he said, 
“T confess that I share a certain 
skepticism with many of you as to 
the efficacy of vitamins and the ad- 
visability of the use of hormones in 
So far, I believe I have 
a right to say that, referring to 
many of the claims made, I should 
give a Scotch verdict—‘Not Proven’ 

and we should all exercise the 
greatest caution in our attitude 


Mr. Thomas also indicated that 
the cosmetic industry has a legiti- 
mate complaint on the undue em- 
phasis sometimes placed on harmful 
cosmetics. 

“All of the 61 now 
the courts,” he commented, 
an eyelash dye, 


before 
“involve 
paraphenylene dia- 


cases 


mane, 
“Our association is helping to 
weed out the dangerous products 


turers and the cosmetic industry is 
unitedly behind the federal food 
and drug administration in its at- 
tempts to remove this type of prod- 


— — 


The rates for this department are as follows: 


“Help Wanted,” “Positions Wanted,” 
“Representatives Available,” 30 cents a line, 
cash with order. : e 

All other classifications (single insertion rates): % in., $2.75; 
$4.75 per inch. 
insertions. 


tepresentatives 


Wanted,” ang 
minimum 


charge $1. Terme 


1 to 3 in 
Write for descriptive folder describing discounts for ter, 


— = ~ : —. 


POSITIONS WANTED 


HELP WANTED 
Wanted Production man with scheme | 


and premium mind as copy writer. | BRAIN FOR RENT 


Caucasian. Must know adv., lay-outs, | : ' ; 
engravings, make-up. State age, edu- Capable of fast, snappy thi: king 
cation, experience, wage, references.| Has brought owner through college 


By letter only. Address Room 2433, | and business career with flying colors 
Daily News Plaza. | Excellence of this brain has caused 
To unemployed advertising men and|°Wner to be regarded acl depression. 
women, the price of KUHN’S “Drama- | 'n of pesccen Wiis Be many etn 
ong Letters” is less than a subway have been going down. 
—— This brain has been trained mainly 
in newspaper advertising work (man. 
aging a half million dollar depart. 
ment, 40 employees), but is by nn 
means restricted to that field. Cap 
easily be adapted to any type of busi. 
ness. 

Owner is 
limited time, 


POSITIONS WANTED 
ATTENTION! 
Chicago “Advertising Agencies 
A business woman, with creative ideas 
that are practical, wants to apply her 
knowledge of the retail business to 
the broader field of agency activities. 
She has had more than ten years ex- 


willing to rent for un- 
provided brain is given 


perience as a merchandising counsel- —_—,- to demonstrate its 
lor, promotion and advertising mana- A : ~ as 

ger of retail shops;—as department me peoenennes = pea 
coordinator in a department store; S brain can ; Baniza- 


tion, write 


as department store sales contact for Box 1552. 


a metropolitan newspaper. Her quali- I a 


from the market.” 


| 


Names Earl Allen 


Woodmen Accident Company, 


Lincoln, Neb., has appointed Ear! 
Allen Company, Omaha, as adver- | 
|tising agency Radio and farm 
papers will be used. Richard Cole 


Is account executive 


WIRE Names Katz 


Station WIRE, NBC basic Red | 
outlet in Indianapolis, has appointed 
the Katz Agency as national 
representative, effective Jan. 1,| 
The Katz Agency now represents 
24 stations | 


Goldstein Shifted 


Dave Goldstein, formerly in 
theatrical department. 
pointed head of the 
rant and night club 
partment of the 
Tribune 


the | 
has been .2p- 
hotel, res tau- | 
advertising de- | 


New York Herald 


iwith Ff 


fications include research and cam- rental. 
paign planning, both from the crea- — _ — 
tive and expenditure basis. If your REPRESENTATIVES WANTED | 
agency needs this type of sound in-| Past growing business magazine 
sight into account potentialities, an-| wants competent representation in 
swer this advertisement and inter-| Chicago area. Liberal commission. 
view this woman. Box 1554, ADVERTISING AGE, ( ‘hgo. 
= : ri PTAaIN +1 ro. td lB ~ Ata 
Box 1556, ADVERTISING AGE, Che 'G ROCER} MONTHLY NEE DS _ CHL 
I KNOW MICHIGAN! }cago and New York representatives 
HAVE YOU A PRODUCT or service jon Commission. Grocers’ Magazine 
for which you seek better coverage in! 8] Cross St., Malden, Mass. 


Michigan and northern 
put it across for 
tacts with nearly 
trial purchasing, 
promotion dept. 


Ohio? I can 
you. Excellent con- 
every large indus- 
advertising and sales 
and their advertising 


MISCELLANEOUS 
ADVERTISING LITERATURE 


agencies; 18 years’ successful record| Newest, process reproduces all sorts 
in selling, sales promotion and sales| °f, pictorial advertising literature 
ana > Smenti he + ae | catalogs, price lists, booklets, bulle- 
management; familiar with every ; Rt the “ms 4s Bh ees 
phase of merchandising. tins, broadsides, ete., et +» Wwithou 
Box 1551, ADVERTISING AGE, Chgo adpae ye ny orien —. 
Young womun, capable and experi- by ue (eax ) 9s. 99 
enced stenographer and secretary,| Additional hundred copies only 22c 
seeks position with Chicago agency.| Any size furnished. Even lower prices 
University graduate, honor student. to quantity buyers. 
Good general knowledge advertising Send for free informative book 
and radio work, and samples. 
Box 1553, ADVERTISING AGE, Chgo.| Laurel Process, 480 Canal St., N. Y. ¢ 
Capable advertising man with broad! In New York City and Metropolitar 
experience in Industrial and Agency | Area, a trained representative will 
work seeks opportunity to serve, Ex-| call. Just phone WAlkKer 5-0527 
cellent references, ‘lease arrange | —— 
interview, YOU CAN USE THEM TOO! 


Box 1: 1550, ADV ERT ISING 


COMBINATION OFFER! 


AGE, Chgro. 


Vu wonderful 
An ideal lay- 


show you 


needs these 
builders. Let us 


Your business 
business 


out and copy man—all in one for the | how other firms are using PHOTO 
price of one! Ten years exp. adv.,| AD-CARDS to their advantage 
merchandising, sales prom. Refer-| Samples free. 

ences, samples. Young, Md GRAPHIC ARTS PHOTO SERVICE 
gox 1557, ADVERTISING AGE, Chgeo Third & Market, Hamilton, Ohio 


NBC Adds WLAK 


Station WLAK, Lakeland, Fla., 
has been added to the NBC network, 
bringing the number of stations in 
the chain to 159. WLAK, a 100- 
watt transmitter operated by the 


American Hotels Appoints 


Needham & Grohmann, New 
| York, has been appointed advertis- 
\ing agency for Gotham, Dauphin 
Whitehall and Bryant hotels, New 
York, operated by American Hotels 


Lake Region Broadcasting Com- | Corporation. 
pany, will be a bonus outlet for — ——_-- 
N : ‘ertis Ss , si . 
BC advertisers now using the Account to Reichner 


Florida group. 


New Post for BieCormach 


| Tailored Silk Undergarment 
Company, New York, has appointed 
| Morgan Reichner & Co., New York 
Stewart McCormack has been|to handle newspaper and magazine 
appointed art director of Edwards |advertising for Trillium  under- 
& Deutsch Lithographing Company, | things. 
Chicago. He formerly held the - 
same post with John H. Dunham | 
Company 


DISPLAYS 
_ Designers & Builders 
CONVENTION - EXHIBITS 


Sielaff with “Star” 

Bruce ‘Sielaff has joined the na- 
tional advertising staff of the Min- 
neapolis Star. He was formerly 
3atten, Barton, Durstine & 
Osborn, Minneapolis. 


window, imrenion & TRAVELING orspuars 


ADVERTISER'S. DISPLAY STUDIOS 
825 So. Wabash Ave. - Chicago, ti, ~ Webster 423 


IN METROPOLITAN NEW YORK 
ARE FOREIGN RESIDENTS ... 
MORE PEOPLE THAN RESIDE IN 
CHICAGO AND PHILADELPHIA 


Serued Intimately Dy 
WBN X von 


1000 warts bay ANO NIGHT 


igh * pik : > Ye SS RY ‘ ge 25 aa EE i Bee 
: ta “ a se : Ore ‘ 2 ns ae tt eey © Se Se 3 Se a bes . : O80 hey ee hig * F A TDS Soh Bs. 25 Se 
< Pee eee eth = f ei 2 eee. | yy * ee. Fook tt : y Se rte % 
| = eee eee a 
ro=e — = 
F a SE a re TNS AR A AS — ns 
Aad : | 
ae 
Fess; 
| sad ’ “ ¢ Bw: 
= * Pe a ait OO ee Te a 2 r 
ie! : eal ee Ser ee © a 
r Bi — , 4 fi % <q 
ee ait i y a ms 
ete a ae ar. . ; Pe 
ieee Ae tna a a 
eae. ay lar om . a ait — ——— 
a a a 4 oe ——————————————————————oooOOOOOOeeeeeeoo OOS 
_— re oF ae ; 
i are ar 2 2 
‘ a t ie * + ae F % 2 74 : ) 
eee. “4 i. ee ihe T Be ; 
oe. es. é. + i Pe ose a ' ee Se a 
ih, tee oe ~ ta “ bad, ot . * 
ae Pa ofa rE were rarer ED 
eee ee? at at . ion a : Y 
cord we cnkey. el = est z yi 
— i ee ae a a ‘f 
ey slides er Be” ’ ul PP ry ht ey. is 
ot 
tego 
oe | 
tees - 
5 ti yee = 
: + 
<< 
tl ees 
; Be? 
- ata 
| a | 
; 
je re a Se 
——— 
vas I PO ——— — i 
; a a. { 
Pe 
- = 
ee, 
ey 4 ark ates cg hn : : Meat pe ET | po 
a : — a iN aad aA Ae Dak 4 be Se RS ae 
ine ine F PA leer tata yee 0 Oe ae 
7 *, pa I a is 
- df | as tee be ha : 
“ a es eu L 
Ss i a ¢ A Se Ee ie: ; P : 
in iis? oh ee : 
—— ae <= 
wate, a ie 3 ss 7 sat 2 , . 4 | | 
ie ae o “aS a 2 & 
‘2 . ae t () | “A * aq | 
ee od Q | 
he ‘os . kw, © pe 
Naas , , a 
oe f 9 Se . ae i ) 
a on ; «ake ee: ia " Mee aa A aN 3 F 
eae i” et Res ‘ bs ‘ ss _: mn 
Se. ay we Ay ¥ “Sa IRS ie ig ee es A ee 
ie i i ee 4 . fi Erie ee 
eee Pas ee is os ae 7 J / Fe ; ; 
ee Cee . a } a 
= he: 45 «> oe ¥ v ig ; f 4 = : “ ‘ 
=-— chy Eagh ta ‘ a 3 . 3 a 
a = ee ip # thy Pe. a = — 
ig “Se <. nh. ; ’ F 
q i $k, pe O } ‘phe 
a oe hy s ° 74 a 
ry - ee “ u ‘ " ea . 
a at . fA . ¥ a ’ a 
ad 7 | 4] H : 1 d “fp x + “2 
f ‘ Pa s. ee | 
‘ ea .) ; 
ee | ma t 
Ee 
ep, ‘ | ° = 
Yai | 
a e. ee 
iy : 
Sail | 
> | . 
es 
a 
" "4 if =F j 
7 hued ee | 
> a 
Po 
7 rn 7 Y Languoy 
Fee — = | 
> did ? 
= ? e b. 
3. 
: 5 nase ; DN a MB Dic wt > 2 
‘ 3 7 ¥ f ¥ sibel .: - ¥ 


October 24, 1938 


ADVERTISING AGE 


27 


Map Proposal 
ls Badly Defeated 
by Newspapers 


(Continued from Page 1) 


York Times, chairman of a com- 
mittee appointed a year ago, the 
division adopted a resolution ask- 
ing that one more, or a total of 
seven directors, represent the divi- 
sion on the ABC board. The reso- 
jution recognized the right of other 
divisions to ask for greater repre- 
sentation as a result of the news- 
paper change. 

Heretofore Class 6 has been com- 
posed of newspapers having more 
than 100,000 net paid circulation. 
The by-laws provide that the direc- 
tor representing Class 6 shall be 
“actively engaged in or experienced 
in newspaper circulation work.” 
Under the new recommendation, 
Class 6 will continue to have a rep- 
resentative on the board and Class 
7 would be created, to be repre- 
sented by a director actively en- 
gaged in or experienced in news- 
paper circulation work. H. W. 
Stodghill, Hearst Newspapers, New 
York, now represents Class 6 on 
the board. He is a hold-over. 


Would Distribute Surplus 


The newspaper division § also 
adopted a_ resolution offered by 
F. S. Newell, circulation manager, 
Toledo Blade and News-Bee, asking 
the board of directors to consider 
distribution of a surplus of $96,000, 
provided such a step would not im- 
pair the Bureau’s working capital. 

After lengthy debate and interro- 
gation, A. E. Whiting, Montreal 
Star, withdrew a resolution point- 
ing to increased Bureau operating 
cost, and saying that if overhead is 
the factor which is chiefly respon- 
sible, a complete investigation be 
made with the objective of con- 
forming to the dues schedule out- 
lined in 1935. 

Marco Morrow, Capper Publica- 
tions, explained that the finance 
committee has already ordered the 
transfer of $25,000 to a special con- 
tingency fund in recognition of 
certain extraordinary expenses. Mr. 
said that actual auditing 
ost has not increased, however. 
Social Security has been the chief 
factor in the increase. 

The division renominated the 
three directors whose terms have 
expired: W. J. J. Butler, Mail and 
Empire, Toronto, representing Class 
1, or newspapers published in Can- 
da; Ernest G. Smith, Wilkes-Barre 
Times-Leader, representing Class 2, 
newspapers published in the East- 
rn standard time zone; and Verne 
E. Joy, Sentinel, Centralia, TII1., 
Class 3, newspapers published in 

entral standard time zone. 


MM _— 
ViOrrow 


The Map Resolution 


The resolution on the map plan 
ead as follows, as adopted: 
The newspaper division is eager 
ooperate to the fullest extent 
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BUSINESS <1S 
WHAT $0 - 


Direct - Mail - Advertising 


Auto 
M 


matic-Typewriting 
iltigraph-Letters 
Planograph-Letters 
Process-Letters 
Filling-in—Addressing 
Mimeographing 
Folding—Enclosing 
Stamping—Mailing 
Varityping 


When Mickey Mouse celebrated his 10th 
birthday recently, he was on hand in 
person at Hollywood Airport to receive 
a 10-lb. cheese cake presented by the 


Borden Company. American Airlines 

Stewardess Jacqueline Zinn watched 

over the precious cargo en route from 
New York. 


with advertisers and agencies, but 
it believes that the map proposal 
would not result in an accurate 
visualization of the newspaper dis- 
tribution information contained in 
Paragraph 25 of the audit report. 
Individual newspapers can better 
and more efficiently present to ad- 
vertisers all the information which 


“The preparation and auditing 
of the map would increase Bureau 
costs. The compilation of such 
data must of necessity add greatly 
to the expense of publishers. 

“The Bureau is a fact-finding and 
circulation auditing organization 
and should adhere to those princi- 
ples which have remained un- 
changed since the Bureau’s organi- 
zation. 

“Therefore, be it resolved, that 
the newspaper division recommends 
the abandonment of the idea of the 
addition of maps to reports.” 

William Scripps Kellogg, general 
manager, News-Press, Glendale, 
Cal., offered an amendment to sub- 
stitute the last paragraph of the 


Inland Daily Press Association for 
the last paragraph in the Chapman 
resolution: 

“Newspaper members of the 
Audit Bureau of Circulations, ex- 
pressing themselves through this 
membership in the Inland Daily 


past year given careful study to 
the proposals for amplifying the 
Audit Bureau report by the inclu- 


tory. 

“We express our interest in and 
desire to cooperate with practical 
plans for improving the service to 


ment, and for facilitating the work 
of the space buyer. Our study of 
the map proposal in its existing 
form, however, convinces us that 
‘it at present involves too many 
|!misunderstandings to warrant its 
acceptance. 

“We recommend, therefore, that 
action upon the plan be postponed 
|and that further study be given in 
an effort to present a plan 
liable to misunderstanding and pos- 
sible misuse.” 


less 


How Voting Went 


a map plan is intended to convey. | 


following resolution adopted by the | 


| 


| 


Press Association, have during the | 


sion of a map of circulation terri- 


be rendered by the Bureau state- | 


The vote was 134 for the amend- 


ment and 571 against. No roll-call 
was taken on the original resolu- 
tion, but J. Noel Macy, of the West- 
chester Newspapers, who was pre- 
siding, estimated that 580 favored 
the resolution, and 125 opposed it. 

Shortly after the meeting started. 


it appeared that the Chapman reso- | 


/lution would be adopted without 
debate. However, L. W. McFet- 
ridge, circulation manager of the} 


| Tulsa World, arose to make a vehe- 
ment plea against such a course. 
He said that the questionnaire as 
issued by the Bureau did not tell 
the story as the advertiser and 
agency would like it told and that 
'the advertiser should be given at 
\least a part of what he wanted. 

A. Schaefer, advertising director 
|of the Fort Wayne Journal-Gazette, 
'also made a lengthy plea in behalf 


-'4 


| 
' 


of the map. A representative of 
the Fort Worth Star-Telegram said 
that opposition had arisen to every 
ABC improvement ever proposed. 
“We want a map—any kind of a 
map,” said he. 

Opponents of the plan also spoke 
out, the proposal that the map 
show the farthest county in which 
the newspaper had_ circulation 
amounting to 20 per cent of the 
population coming in for special 
criticism. A Canadian publisher 
said there are no counties in that 
country. An Eastern publisher said 
that his paper straddles several 
counties and that his paper doesn’t 
have 20 per cent in any one county. 
A Southern publisher said that 15 
per cent of the population of many 
cities in that section represents 90 
per cent of the buying power. 

Newspaper representatives in the 
national field were also called on 
to testify. They were unanimous 
in reporting that no advertiser or 
agency has ever asked them for a 
map showing the distribution of 
their papers. 


Palmer Adds Sanford 


W. Nathaniel Sanford has been 
appointed vice-president of Palmer 
Associates, New York, in charge of 
lithographic window display sales, 
effective Nov. 1, succeeding William 
F. Deutsch, resigned. 


Liquors to Green-Brodie 

Picker-Linz Importers, New York, 
United States agent for King George 
IV and Highland Nectar scotch and 
Vickers’ London dry gin, has ap- 
pointed Green-Brodie, New York, as 
its agency. 


HUMOROUS COPY 


NOT A CHANCE! Not wheo a man's busy 
eating delicious mince pie made with 
rich, spicy None Such Mince Meat 

Recipe for the best Christmas mince pie 
is on the red package At all grocers 


Viorden’s WONE SUCH MINCE MEAT 


Borden Reminds 
the Nation of 


Mince Pie Time 


New York, Oct. 18.—Official ar- 
rival of the mince pie season was 
marked this week by the start of 
a new advertising campaign by 
Borden Company in behalf of None 
Such mince meat. A series of 100- 
line insertions in 154 newspapers in 
27 states will carry the message 
through Christmas. 

Humorous sketches, and a repro- 
duction of the package, are shown 
in each advertisement. The first 
insertion, appearing this week, 
shows three small boys clothed in 
sheets and running to seize a mince 
pie. 

Typical copy says: “Little ghosts 
love old-fashioned mince pie... 
baked with rich, spicy None Such 
mince meat. It’s wholesome and 


digestible . . . made of 21 pure in- 
gredients. Look for the red pack- 
age ... sold at all grocers.” 

Another advertisement pictures a 
worried husband, his hands clasped 
as if praying. The copy reads: 
“Ple-ease—please—make her make 
that super-special kind of mince 
pie—all warm and rich and spicy 
—made with None Such mince 
meat.” 

R. Del Dunning, advertising man- 
ager, manufactured products divi- 
sion, said that the campaign will 
appear exclusively in newspapers 
“because we have found that gro- 
cers all over the country prefer 
nowenonor advertising for this type 
of product.” Young & Rubicam is 
in charge. 


Plans Christmas Package 


Color spreads in the Dec. 10 is- 
sues of Collier’s and Esquire will be 
used by Ben-Burk, Inc., maker of 
Old Mr. Boston liquors, to introduce 
a new guest decanter for the Christ- 
mas season. Newspapers from coast 
to coast will also be used. Pedlar 
& Ryan is the agency. 


Advances Sale Date 


Starting with the December issues 
of The American Magazine and 
Woman’s Home Companion, the 
date of sale for both magazines will 
be advanced from the 15th of the 
month preceding date of issue to the 
10th of that month. 


Harvey in New Post 


Martin Harvey has joined School 
Management, New York, as Eastern 
advertising manager. 
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YOU CAN BUY 
My 17 Years Experience 
On Hourly Basis 


As a layout man and agency art director I have been re- 
sponsible for layouts, finished art, and typography on prod- 
ucts ranging from silk stockings to steel shelving. 


This work has covered national publicity campaigns in 


full color; retail store newspaper pages that had to keep the 


cash register ringing; hardboiled mail order advertising; 


flashy promotional pieces; comic strips with sales value; 


conservative bank announcements. 


It has been my business to know artists, engravers, typogra- 


phers and printers, and to judge the value of their work in 


relation to selling goods by the printed word. 


Advertisers and agencies now can draw upon this experi- 


ence on an hourly or part-time basis, for I left an agency art 


directorship a short time ago and am on my own. 


If you have a sales idea you’d like to judge in visualized 


form, call me in by letter or phone. Even under pressure of 


time I can show you something real. 


. J. Holcomb 


3408 PURE OIL BUILDING 


Franklin 4273 


CHICAGO 


ll li i i tM Ni Ni i i i i i i i Nl i i tl i i i i i i i i i i Ni i i i Ni tt i i i i i i i i i i i i i i i i i i i 


a es 7: 
MICKEY GETS A GIFT | Qj ae 
a 4 > bes a 
. 7 9 ; r " | % F é: = lee 
i ee ss ces aos, | site ¥ 2 : 
: ; % ". | y 
| ——— ee | oe 
| 2 t y | oy al 
; 7 im” ec Sacer 
| __ eS 
) Ls | | 
ee = 
a 
_ | 7 
s | ad 
ul ee 7 
0 | I 
E | * 
| | 
w eee | 
is- 
a > 
, ——<—<$<$<$<_ ee | 
ee | 
nt ee eee | 
id —— 
rk ee ; 
= rr EE a | . 
<€R SUR ee r 
a SS ; 
ee . 
ee | - 
| —— | ‘te 
0 Risaace y ' a A 
p\ Oo i ‘ '. 
. G ahi 
5 WW ai 
‘ear er ———— i ____- | 
3 > 
a ; 


EC ae Sa 
renee eee 


. . 28 ADVERTISING AGE October 24, 193 


et ee 
3 Dramatic Story Linage Index Ind f{R il Activity in 8O I t 
St g > ndex ot Ketail Activity in mportant 
of Advertising to (Shows 11.3% RMaviet 
CCentinnes srem rage 8) Saeenes, OF. Si VORNe Of 50s Based on total retail advertising volume in all newspapers in each city. 
in Cathay. But the entire world | tail display advertising for the first 
waited only a few months to dis-|42 weeks of this year through Oct. (Copyright, 1938, by Advertising Publications, Inc.) 
cover that there was rayon in Amer-|15 was 11.3 per cent below the 
ica. That is the difference between|Corresponding period of last year, ‘dihn dink 
an economic philosophy that does|according to the ApvERTISING AGE 42-Week 42-Week 42-Week ieiain oie 
not believe in advertising and one| Index of Retail Activity, Period Period Period 1938 1938 Week Week % Gain 
that does.” This Index, which now includes Ended Ended Ended over over Ended Ended or 
Tracing the progress of the Cali-]/80 major markets, Davenport, Ta., City Oct. 17,1936 Oct. 16,1937 Oct. 15, 1938 1936 1937 Oct. 16,1937 Oct. 15,1938 Loss 
fornia Fruit Growers Exchange, the| being included for the first time] ‘Akron, 0. ............ 13,112,497 13,542,816 9,607,740 ae as payee regen —35.9 
° P >. 59 997 re ° 29@ 495 — ane = ® 
author recalls that the first advertis- | this week, shows a total of 736,529,- yt Shay + og neh cxenas Bert yt R parte e Rye ner os san ane aanaae ey 
ment about oranges appeared Mar.| 58 lines for the period reported) Roitimcre, Md. ........ 17,614,254 18,392,171 17,173,868 ZZ mf6 546,994 558,711 42) 
2, 1908, in the Des Moines Register |against 830,721,933 lines for the| Birmingham, Ala. ..... 9,461,438 10,329,620 10,048,108 +6.2  —2.7 298,956 280,602 —4) 
& Leader; the first orange juice |comparable period of 1937, the de-| Boston, Mass.......... 16,495,248 16,260,683 15,235,422 — 5 no 497,226 647,633 +10] 
copy appeared in The Saturday |cline amounting to 94,192,883 lines. | Bridgeport, Conn. 7,490,740 8,029,288 7,119,636 —4.9 —11.3 209,272 212,240 +14 
Evening Post, Feb. 19, 1916. He|Compared with 1936, this year Duttale, m. 3 iataeebed mere ryt = aes 2 4 ects —— - ne 
. . F s MIMGOR, We do cicccvens e91,995 »299,$ 25,2 — 5s. ree ’ , —5.9 
lauds the ingenuity of the industry, | Shows a i J per cent. in | Cedar_Rapids, Ja. ..... 4,017,818 4,196,892 3,806,292 —53 —9.3 127,848 107,464 —155 
and W. B. Geissinger, advertising] The total for all newspapers In| —yaicoga, Tenn. 5,428,286 5,161,361 5,050,768 —> —as 161,792 156,786 aj 
manager of the Exchange, in par-|the measured markets for the seven | Chicago, Il.’ .....:.... 24,295,091 26,689,108 24,357,596 +03 —8.7 $91,617 680,051 —237 
ticular, for its promotion of the|day period ended with the date re-| Cincinnati, O. ......... 13,431,238 14,178,754 12,166,512 —9.4 —14.2 452,168 404,046 —107 
orange juice squeezer as a necessary ported was 22,117,663 lines, a loss Cleveland, - Re ee 15,949,925 17,347,329 13,986,281 —12.3 —19.4 tH per - r+. 
adjunct to widespread use of the of 3,132,749 lines or 12.4 per cent Comment. OF serves ste senvicne. | “Sbekousie  "~ 6s Bawa es cee rf , “24.6 i 
fruit: for its sci ifi : from the 25,250,412 line total for| Vallas, Tex. .......... 16,138,015 17,278,391 16,414,302 +1.7 —5.0 501,300 490,396 — A 
rult, for } scientific experimenta- gets . Davenport, Ia. ........ 4,375,854 5,255,038 4,490,010 +2.6 —14.6 147,826 122,744 —169 ‘1 
tion and resultant proof that oranges | the corresponding week of last YOaE. | mayton, O. .....00+ +s: _. 10,822,060 12,517,528 10,080,792 6.9 —19.5 361,396 287,638 —204 ; 
and lemons in children’s diets could| Following is a table showing per-| Denver, Colo. ......... 8,256,598 8,514,610 6,849,787 —17.0 —19.6 256,540 134,505 —474 , 
cut down tooth decay and gum|centage of variation from 1937] Des Moines, Ia. ....... 5,115,311 5,266,139 5,087,391 —0.6 —3.4 160,098 142,469 11.0 i 
troubles; for the further proof that|levels for each weekly period of| Detroit, Mich. ......... 17,173,576 18,069,254 14,010,020 —18.4 —22.5 520,398 pen —20.5 
citrus, fruits stimulated babies’ this year: Erie, Pa. -ss.cseeccc 5776708 473162 7,105,850 os teste = aasisze ak 
growth. eG i Oude ey ages — .08| Evansville, Ind. ....... 10,365,908 10,321,515 9,802,514 4 —5.0 325,682 258,874 —205 
Jan. 8. : ; . — 2.4| Fall River, Mass. ..... 2,807,141 2,821,534 2,539,072 6 —10.0 59,610 62,483 +48 1 ( 
Praises Joint Promotion . _ — 3.7| Flint, Mich. ........> 7,217,392 7,392,462 5,699,778 0 —22.9 195,286 179,062 —s) fe i 
Jan. 15 k W Ind 9,209,368 9,635,931 8,491,427 8 11.9 315,728 260,484 175 
j j ‘ort Wayne, Ind, ..+.. 1,209,36! 1,635, 8,491,427 ‘ —I1. o,4 , —— ‘ 
Prmacr ings sian a of glo Jan. 22 . oer § p- Gore, Ind. ently 4 922'884 5,901,791 4,411,194 4 -25.3 154,667 105,542 31.8 : 
: ic progress are other] Jan. 29 . hicha -2]}Grand Rapids . 7,495 73,7 6,889,858 3.1 —18.7 260,750 206,052 —209 
3 : ivi apids, Mich. 7,499,184 8,473,704 ) . ‘ ’ , 
cooperative growers’ groups such as Feb. 5 - 7.4| Greenville, S. C. ...... 4,829,111 5,481,800 4 377,020 3 —1.9 153,678 333,084 +116.7 I 
the Florida Citrus Exchange, Amer-| pep 12 _ 7.7| Houston, Tex. ....... ~, 11,751,812 13,281,548 13,194,686 +12.3 —0.7 433,496 335,762 —224 r 
ican Fruit Growers and Rio Grande] »,, Indianapolis, Ind. ..... 14,261,675 15,068,009 12,657,010 —11.3 —16.1 407,694 366,226 —10.2 a 
Valley Citrus Exchange. Within the = ~ = ++ —= 68) Jacksonville, Fla. 6,923,373 7,506,310 7,105,276 260 065.4 253,988 227,640 =—104 i 
memory of peopl  livi M Feb. 26 . -11.4| Jersey City, N. J. 1,908,438 1,881,039 1,652,689 ——§3.4 —~!S1 61,145 64,107 +48 
Sok: wid We en io th pen t March 5 -14.8| Kansas City, Kan. .... 1,970,283 _2,171,770 2,247,336 414.1 +3.5 76,090 56,679 —255 BS 
) 0 SKy aeciares, 1S e grow 0 March 12 -16.6 | Knoxville, Tenn. ...... 7,844,655 8,310,608 8,038,651 + 2.5 —3.3 315,840 230,916 —26.9 | 
an industry from two fruit trees in March 19 18.3 | Little Rock, Ark. ..... 7,554,377 7,650,860 7,316,758 —3.2 —4.4 243,628 179,074 —26.5 Ei d 
a Riverside, Cal., back yard to a gi-| “@T° ~~" i ioe Anmeten, CG), oc. “se%awsss 20,794,689 18,649,705 —10.8 516,737 500,663 —31 Bg 
4 S March 26 14.2 2,852,642 11,245,873 12.5 372,089 303,520 18.4 
i armi j at ° 4 isvi wes: eacesées Skea DRhO 12,852,642 ,245, ‘ . —Le-od ole, ‘ 00,06 ee j 
gantic farming enterprise that occu- ~~ wie Louisville, Ky om one's 6 273.972 337 9219 198,002 185,710 —62 li 
pies 700,000 acres of land in six|April 2 Mee fA anette eeetene abate —— = Tis 67.988 24 u 
states, giving employment to half a|April 9 — 5.3 pea og Be = rgteiee ran cen per et a5 ete’ ans 293314 —104 
million people, doing a business of | April 16 - 9.8] Milwaukee, Wis. ...... 12,100,659 14,115,485 11,941,643 —1.3 15.4 452,578 331,082 —268 JR p 
$150,000,000 a year. April 23 -15.7 | Minneapolis, Minn. 12,045,749 11,973,538 10,702,661 a 10.6 336,504 277,325 —11.6 al 
Although the California Fruit Ex-| April 30 -10.8 | Moline-Rock Island $,988,878 7,478,581 6,841,996 —0.2 8.5 246,778 203,208 ci 
change has spent more than $25,-|May 7 -12.3| New Bedford, Mass. .. 2,652,516 2,745,050 2,484,146 —6.4 —9.5 62,244 67,368 + 8.3 
isi New Haven, Conn 7,265,328 7,665,944 7,251,048 —0.2 —5.4 208,726 211,540 +1.3 
000,000 in advertising during this| May 14 —14.8 +a oe ‘ “ = o- oa. io: 16272-3833 15032 645 43 76 426.172 455.887 164 
i NeW "1eans, ol. 4 yi’ 1,244,058 », “, eee memes S «9%, 90,58 
period, a breakdown of the orange | May 21 -14.3| New York, N. Y. 51,961,219 53,040,827 46,942,497 —0.2 —115 1,837,463 1,728,077 5.9 
dollar reveals that the grower and| May 28 —14.7 | :Brooklyn, N. Y. ...... 5,527,572 5,264,163 3,927,217 —28.9 —25.4 128,820 103,859) — 188 
seller get a quarter each; the rail-|June 4 -14.3 | Norfolk, Va........+-- 7,765,046 7,762,232 7,422,044 —t 44 207,678 203,714 =. 
roads get almost another quarter;|June 11 -14.9 | Oakland, Cal. ......... 6,261,266 6,305,046 5,844,331 —6.7 —7.3 hen Sey beep) +H 
the packers a dime; the pickers and|June 18 -14.8 mee wage City, Okla... - pet i Maes ate ppg pal 334 309.281 267,211 —I13.6 
carters about three cents; miscellan- | June 25 -16.9| piitadelphia, Pa... 23,232,903 04,223,492 21,094,627 —9.2 —12.9 758,581 720,880 —4.9 
eous sales expense a cent and ahalf;|July 2 -14.6 Phoenix, Ariz. ...... 5,981,640 5,822,936 6,099,448 +1.9 4.7 159,572 154420 —8! 
and advertising less than a penny. July 9 -14.4 | sepittsburgh, Pa. 18,713,226 20,296,234 15,950,424 onktt.3 21.4 588,602 530,040 —99 C; 
Considering the fact that about |July 16 -13.0| Portland, Ore 4,801,965 10,473,640 9,446,012 on§.6 -9.8 276,724 247,814  —10 ti 
three dozen oranges can be bought |July 23 -13.9 | {tProvidence, R. 1. 10,858 183 ans ane ape ass ise anaes merpty rr 
Leg r F 7,649.69 + ' 7,556,493 - > | —14.5 S82, 226,506 ss 
for a dollar, Mr. Sokolsky concludes,| July 30 . -13.3 m1 ee —* Suceandinne T — +l = ; WXYATT 697 100 371,036 56bet~SC el 
s ee . . . ati tichmond, | arr 1,812,002 706,976 9,637,726 —10.$ —10. 274,056 206,: —9. 
the advertising expenditure per Aug. 6 13.1 Sanaa: N.Y 14876135 14'274.062 11.486.710 998 —19.5 416.564 398.100 44 
orange is one-thirty-sixth of a cent. | Aug. 13 -13.5 | aacramento, Cal. 7.126.612 7.133.753 6.376.375 ey ~10.6 188,426 155,092 —17.7 
= ———— | Aug. 20 -12.4| San Antonio, Tex. 5,215,504 5,295,081 5,050,041 —3.2 —4.6 140,517 121,869 —13.3 
Aug. 27 -13.1 | San Diego, Cal 11,415,382 11,441,620 10,163,014 10.9 -11.2 279,356 = 263,620 —.6 
COT Rubber Gnont Sept. 3 -~11.9 | ttSan Francis: Oo, ¢ ‘al. . 12,745,113. 12.987.196 11,973,152 6.1 78 356.464 569.424 z Te 
ill Sept. 10 _ 8.3 | Seattle, Wash 8,075,688 8,380,820 7,748,059 4.1 7.6 233,128 oa + - 
An Asset to the Graphic Arts see | South Bend, Ind. 7,096,850 7,633,644 5,623,418 20.8 26.3 211,432 38,15. —394.! 
Professions-Nationally Used Sept. 17 -12.3 S ‘ . re 0%4 742 & 208.98 = 826 768 1 75 157.836 156.114 —I,] 
Spokane, Wash 6,024,743 io 988 09,556,706 io ‘ 
} 3 Grades - Light-Medium and Sept 24 s 9216 is. } 14.631.095 15.543.975 14,031,595 —4,] 9.7 454,405 882,095 —15.! 
¥ Heavy-}2” Pe: Gal Post Paid e '@ eis t Louis, Mo Ls 09 00 6. 00 vo a 0,090,940 Volvo es —_ -4 vt, ‘ “, ge 
“A , 5S. RUBBER CEMENT € Oct. 1 -15.5 | St. Paul, Minn. ...... 10,496,165 4,892,430 9,029,496 13.9 8.7 282,410 218,440 22 
a 3438 NO. HALSTED ¢ Oct. 8 —12.7 | Syracuse, N. Y. ... . 9,606,196 9,554,952 8,444,261 12.1 —11.6 320,057 264,544 = —Iis 
oon CHICAGO, ILL Oct. 15 -12.4| *Tacoma, Wash. , 5,111,067 5,104,160 4,786,628 6.4 —6.2 129,720 107,240 —lis 
ce al “| Tampa, Fla. ; 4,702,506 4,923,580 4,789,286 +1.8 —2.7 143,318 137,746 —3} 
7 == Toronto, Ont., Can 16,179,887 15,633,679 13,886,727 14.2 —11.2 397,568 355,467 —10. 
oo 5 Se Serrerrrr 3,180,450 3,439,303 3,236,904 +1.8 —5.9 112,658 111,720 —#! 
Tulsa, Okla. ..... 8,123,611 7,864,550 7,285,940 —10.3 —7.4 219,464 185,388 —15.i 
Washington, D. C 30,167,181 30,141,774 27,517,812 —8.8 —8.7 972,738 914,553 —4 
Gay, Worcester, Mass 9,641,334 9,931,595 8,936,563 —7.3 —10.0 314,925 260,176 —1it 
= Youngstown, O. 7,365,425 7,378,737 5,865,690 20.4 —20.5 173,768 133,413 —23.! 
~ a . sl ae Phe inant s —_—_— 
> », | eee 761,943,201 830,721,933 736,529,058 —7.2 —11.3 25,250,412 22,117,663 Ie 
oy VA kron Times-Press discontinued Aug. 28, 1938. - 
© *New York American discontinued June 24, 1937 
> 4 tBrooklyn Times-Union discontinued June 8, 1937. 
& (“J sJournal and Sunday American discontinued June 8, 1937. 
*Daily Ledger discontinued June 23, 1937. . 
| PRINTING +Providence Tribune discontinued May 1, 1938. Due to storm and flood, figures for week not available. Figur 
] for 1936 and 1937 not included in grand totals 
**No Pittsburgh evening or Sunday papers published from June 17, 1938, to June 25, 1938, due to strike. 
tLo« strike fecting retail linage 
There are a large number of concerns that OR ITS GROCERS See - 
render one type of service and do it well... | ° ° 
Deadlock Reached Bradley Adds Giffen Riordan On Own 
Burr E. Giffen, formerly with Formerly with McCarty na 
Batten, Barton, Durstine & Osborn,| pany, Los Angeles agency, Jom 
* THE FAITHORN CORPORATION, on an for New York 


has joined the creative} Riordan has opened his own office 


Newspaper Maps | and sales staff of Frederick Brad- 


however, renders THREE DISTINCT TYPES ley, New York photographer. 


in the Architects bldg. 
of service—ad-setting, engraving and 
printing—and does them ALL equally 


well—with less effort and less cost. 


FAITHORN CORPORATION 


st 504 SHERMAN STREET - CHICAGO 
‘ C7 Telephone WABash 7820 


(Continued from Page 1) " 
| est G. Smith, Wilkes-Barre Times- | Gets Kling Account 
| Leader: E. Joy. Cummer Products Company, Bed- 
Sentinel : ford, O., has appointed Lang, Fisher 
. ¥ & Kirk, Cleveland, to direct the 
Officers Re-elected advertising of Kling, dental plate 
| powder. 

| All officers of the Bureau were re- ae F I R ST 
elected at a meeting of the board|Cederoth with Hirsh The FIRST weekly alcoholic beverage trade F 
_following the membership meeting | Bruce Cederoth has joined the ized bs 
| At the meeting of the business | staff of Ferdinand S. Hirsh & Asso- 
paper division, all proposed changes ciates, Chicago. He was formerly 
}in procedure and rules were voted | pro: luction manager of Evans As- 
down, with the single exception of | sociates. 

the suggested further breakdown 0 —EE—— 
| Paragraph 15, to show sources of 

subscription business separately for 
new and renewal subscriptions. This 
| was referred to the board. 


Reese Agency Expands 
Tom Reese Advertising Compa? 
Cleveland, has taken larger quarte® 
in the Premier bldg. 
———————s 
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Verne Centralia 


to be recognized by the C. C. A. 


BEVERAGE RETAILER WEEKL! 
1819 Broadway; New York, N. Y. 
Circle 6-8181-2-3-4 


——DAY AND NIGHT SERVICE—— 


TORONTO] 
MONTREAL 
WINNIPEG 
LONDON. Fag 


GIBBONS KNOWS CANADA 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS 
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Thomson Outlines 
ABC’s Stand 
on Tower Case 


(Continued from Page 1) 


is ‘No.’ The normal ABC auditing 
procedure consists of an examina- 
tion of the publisher’s books upon 
his premises. It embraces the 
verification of his claims as to the 
paper bought, size of editions 
printed, shipments made and trans- 
portation charges paid, deliveries to 
distributors and the corresponding 
financial transactions involved— 
pills, remittances, returns, checks, 
rebates, bonuse, etc., together with 
an examination of the methods by 
which circulation was secured, and 
its ultimate distribution. ii 


Use of Outside Audits 


“When all these records check, 
the audit is presumed to be com- 
plete. Only when they fail to do 
so and discrepancies appear which 
the publisher cannot explain do 
the Bureau representatives under- 
take a so-called ‘Outside audit’ 
which leads to an examination of 
distributors’ books, house-to-house 
canvass of carrier boys’ route lists, 
interviews with dealers, and verifi- 
cation tests upon subscribers. This 
is a slow and expensive operation, 
sometimes taking several months. 

“It may be undertaken on the 
Bureau’s initiative alone, or at the 
request of a competing publisher, 
and the rules provide for notice to 
interested members and means for 
assessing this extra expense before 
it is undertaken. This serves as a 
deterrent on starting such investi- 
gations, but is a protection to pub- 
lishers against mere fishing expedi- 
tions instigated by a competitor. 

“For probably 90 per cent of our 
publisher membership the regular 
audit discloses a true picture of his 
circulation. But it cannot be said 
to be perfect. Nor, for that matter, 
is even an outside audit. Because, 
for instance, when there is collu- 
sion among the publishers’ em- 
ployes, or between his circulation 
department and some of his dis- 
tributors, and all of the pertinent 
» records are falsified, or even per- 
haps a full duplicate set of records 
carried, it is well nigh impossible 
to detect it.” 

“Bank defaleations are uncov- 
ered, you know, even after earlier 
| examinations by state and federal 
authorities, and I am frank to say 
that deliberate collusive efforts to 
| defraud advertisers might for a 
_ time escape the vigilance of the 
best auditors in the world, including 
our own. I say ‘for a time’ because 
usually in such a case something 
slips, and the auditor finds a slen- 
der thread which exposes the plot. 


No Apology Needed 

“So I make no apology for ABC 
auditing methods. We can admit 
that they are not perfect, but they 
have stood the test for 24 years and 
they continue the only effective 
means of protecting the honest pub- 
lisher and the buyer. 

“Your board now has before it 


In the school ART field 


+». what recent survey 
conducted for the School Arts 


ogazine by an Independent 
Kesearch Organization shows 
who gets the orders?” 


ves,.Vov'll find these facts in 
CURIOSITY” . . . the published 
results of @ survey of the public 
school market. 
Send for your copy today. 
THE 
| SCHOOL ARTS 
24 Printers — ' , — a 
. ote ‘ ad 
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a proposal to make a spot outside 
check-up a part of our regular 
audit, and another to open distribu- 
tors’ books to our inspection. Both 
of these proposals involve a large 
increase in auditing expense and 
dues.” 

Mr. Thomson devoted consider- 

able attention to the subject of 
surcharges, publishers bearing the 
costs of audits exceeding the dues 
applicable to their’ circulation 
brackets. Extra charges were paid 
this year by 226 newspapers of 
$19,612; 39 magazines, 20 farm pa- 
pers and 82 business papers. A re- 
vision of dues in the business pa- 
per division may be necessary, Mr. 
Thomson said. 
The questionnaire issued by the 
Bureau showed the newspaper di- 
vision to be against the map pro- 
posal, and Mr. Thomson said that 
the advertiser and agency directors, 
though constituting a majority of 
the board, will not impose upon the 
newspapers anything they do not 
want. 


Billingslea Named 


The Country Guide & Nor’-West 
Farmer, Winnipeg, Canada, has ap- 
pointed J. C. Billingslea Company 
as New York representative. Bill- 
ingslea will continue as representa- 
tive in Chicago. 


Laidig Starts Agency 

Lester Laidig, formerly advertis- 
ing and sales promotion manager 
of Newmans, Cedar Rapids, Ia., has 
opened his own advertising agency 
in the Merchants National Bank 
bldg., Cedar Rapids. 


Beer to Ensign 


Tube City Brewing Company, 
McKeesport, Pa., brewer of Tube 
City beer, has placed its account 
with F. A. Ensign Agency, Pitts- 
burgh. Newspapers in Pennsylvania 
will be used. 


Higgins to WOR 

Harold C. Higgins has been ap- 
pointed manager of WOR’s Western 
office in Chicago. He was formerly 
Western manager of Paul H. Ray- 
mer & Co., station representative. 


Forms Conner Agency 

Edward Conner has established 
The Conner Company, advertising 
agency, in the Russ bldg., San Fran- 
cisco. The telephone number is 
Yukon 0196. 


Gardner Changes 


Don Gardner, formerly with 
N. W. Ayer & Son, Boston, has 
joined the sales department of 


Whiting Milk Company, Boston. 
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Texaco Launches 
Two Campaigns for 
New Gas and Oils 


New York, Oct. 18.—Introduction 
of two new “insulated” motor oils 
and a new premium gasoline by the 
Texaco Company was signalized this 
week by a pair of new advertising 
campaigns which broke simultane- 
ously in newspapers and magazines. 
Sky Chief is the latest companion 
item to the popular priced Texaco 
Fire Chief gas. Newspaper copy 
appears in cities of 35 states. New- 
ell-Emmett Company is the agency. 
The new oils are insulated Havo- 
line and insulated Texaco which 
as their names imply, have been 
designed to withstand the higher 
temperatures that will characterize 
the operation of 1939 automobiles. 
Announcement of the insulated 
oils was made in double truck in- 
sertions in four colors, to be fol- 
lowed by single color pages for the 
balance of the year. The list in- 


Saturday Evening Post. Erwin, 
Wasey & Co. is handling the ac- 
count. 


cludes Collier’s, Life, Time and The 


Nielsen Explains 
Measurement of 
Public Buying 


ABP Hears How Index 
Gives Marketing Data 
to Executives 


Chicago, Oct. 19.—Decisions of 
marketing executives are only 58 
per cent correct, A. C. Nielsen, 
president, A. C. Nielsen Company, 
Chicago research organization, told 
the fall meeting of Associated Busi- 
ness Papers, Inc., today at the Union 
League Club to indicate the neces- 
sity of market research. At the 
same time, he urged the business 
papers to avoid entering the re- 
search field because few have the 
resources to do a good job, and any 
other kind tends to cast discredit 
on the whole institution. 

Louis Brookman, of Concrete, was 
chairman of the fall meeting com- 
mittee. B. C. Bowen, Boot & Shoe 
Recorder, presided at the luncheon 
meeting at which Mr. Nielsen spoke. 

The batting average of marketing 
executives is somewhat better than 
the 58 per cent would indicate, Mr. 
Nielsen said, since several questions 
are sometimes involved in a single 


decision. Without facts on which 
to base decisions, however, the 
modern business organization is 


hopelessly handicapped. 
Lever Called Largest 


He told of the establishment in 
1933 of the Nielsen Drug Index, and 
later of others, to provide facts to 
supersede guesswork. This index 
requires the services of 450 persons, 
in addition to an assortment of 
tabulating equipment. In listing 40 
large advertisers who utilize this 
service, Mr. Nielsen said that among 
them is Lever Brothers Company, 
which, he asserted, is the largest 
advertiser in the world, with an an- 
nual sales volume of $800,000,000. 

Manufacturers’ records of sales to 
jobbers and retailers are completely 
inadequate as an index to what is 
happening to their business, he said, 
giving the right answer only in 
about 30 per cent of the cases. 

The rate of sales by retailers 
offers a more accurate guide and the 
Nielsen Company checks this rate 
by consulting the records of 2,000 
typical stores in 700 markets, serv- 
ing 1,500,000 consumers. Bi-monthly 
reports are made to clients. 

This analysis indicated in the case 
of a flour manufacturer that he had 
been tapping the wrong income 
brackets, since consumption of 
highest income families is only 88 
pounds per capita, against 314 


pounds for the lowest. The manu- 
facturer of a foot remedy found that 
he had been directing his advertis- 
ing against a mythical July and 
August peak, the hot weather foot 
sufferer actually doing his buying 
in May and June. 

The toothbrush market is sup- 
posed to have no peak, but to be 
uniformly distributed through the 
year. The rural district, however, 
proved an exception to this rule, a 
summer peak prevailing because the 
farmer stocks convenience and other 
goods after he cashes his crops. 

The measurement of retailers’ 
sales is most valuable, perhaps, in 
revealing results of test campaigns, 
changes of packages, or other inno- 
vations. Since subscribers also get 
figures on competitors, they can 
act promptly to meet competitive 
strategy which is conspicuously suc- 
cessful. 


Manufacturing Recording Device 


Mr. Nielsen said that the radio 
recording device developed several 
years ago by two professors of 
Massachusetts Institute of Technol- 
ogy (ApvertTistinc AcE, March 23, 
1936) is now being produced in 
quantity and thousands will be in- 
stalled in radios in the immediate 
future to register every turn of the 
dial on a 70-foot tape. 

Featuring the joint dinner of the 
National Conference of Business 
Paper Editors and the Associated 
Business Papers was a debate on 
the subject of chain store taxation, 
which brought together Congress- 
man Wright Patman of Texas, and 
G. M. Lebhar, editor of Chain Store 
Age. 


Agency for Fold-A-Bar 

Gussow, Kahn & Co., New York, 
has been appointed by Fold-A-Bar 
Corporation, New York, to handle 
advertising of its collapsible folding 
bars. Newspapers and class publi- 
cations will be used. . 


Leicas to Phillips 


E. Leitz, Inc., New York, has 
appointed Edwin M. Phillips & Co., 
New York, to handle advertising 
and merchandising promotion of 
Leica cameras and Leitz photo- 
graphic accessories and equipment. 


TRANSCRIBED PROGRAMS 


Programs of proven ability 


that have established audi- 
é ence acceptance at a cost 


fe CHARLES MICHELSON 
sz Transcribed Programs 
Rae =O FIFTH AVENUE NEW YORK 
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SO YOU TURNED THAT INQUIRY FROM 
ADVERTISING AGE INTO A CONTRACT? 


YOU BET, FRANK! AND IT 


WAS ONE OF THE EASIEST 


SALES | EVER MADE 
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Richards, Kinney 
Tell Meaning 
of Map Proposal 


(Continued from Page 1) 
advertisers and I have long believed 
that a map would also make it of 
greater value to the newspapers. 
Since, however, newspapers have 
decided they do not want uniform 
maps, I take it that I will have to 
get along without one, continuing 
to use an atlas, a census report, the 
maps in reference books and in 
some cases, road maps. 

“All of the information which 
would be given by any map is al- 
ready in the Bureau reports. Para- 


| with the proposed map. The map 


would merely relieve the advertiser 
of the necessity of making his own. 
A map on the publisher’s statement 
would save time to the man who is 
buying the advertising. The Bureau 
would do it on a uniform basis for 
all.” 

Mr. Richards said that newspaper 
solicitation has been of the destruc- 
tive variety, in contrast with radio, 
which has concentrated on selling 
the medium. The advertiser is not 
interested in controversies, having 
plenty of his own to worry about, 
he asserted. 


Viewpoint of Agency 


Mr. Kinney, the agency officer, 
said that originally manufacturers 
developed zone maps to fit their 
sales opportunity areas, but more 
recently have standardized largely 
on government maps. They have 


and standards accepted, and the de- | 


termining consideration should be 
what the advertiser requires and 
finds more useful, he declared. 

“Maps tell their story quickly and 
provide visualization of the cover- 
age and market opportunity,” he 
said. “But they must be standard 
with all papers and territories if 
they are to constitute a proper yard- 
stick. The ABC is best qualified to 
advance such standardization. It 
should make all records and audits 
interesting in form and their infor- 
mation quickly and easily avail- 
able.” 


Wants More Advertisers 


Turning from the question of 
maps, Mr. Kinney said that adver- 
tisers need not worry too much 
about new rules affecting the social 
structure as well as advertising. A 
growing market among American 


ple are ear-minded, others eye- 
minded. 

Senator Capper said that develop- 
ment of other media has not im- 
paired the usefulness of the farm 
paper. He commented on the ab- 
sence of many advertisers from the 
rolls of ABC membership, and said 
that all profit, whether or not they 
help finance the work. The ABC 
has a $500,000 board, he asserted— 
neither a new deal board nor a big 
business board, but one which 
serves the smallest publisher and 
the smallest advertiser at minimum 
cost. 

“The Audit Bureau of Circula- 
tions,” he continued, “is the only 
institution in America in which the 
producer and the consumer, the 
manufacturer and the customer, the 
seller and the buyer, have volun- 
tarily sat down together and for 24 
years have cooperated, harmoni- 


— 
<< 


trade relations in 1914. As I recay 
conditions prevailing 25 years ago 
I am inclined to think we have here 
a fulfillment of the prophecy ot 
Isaiah: ‘The wolf and the lamb 
shall lie down together.’ I leave i 
to you as to which was the wolf. 

“The point is that the publisher 
and advertiser have met on common 
ground and have worked together 
for 24 years to their mutual advan. 
tage. This is all the more signig. 
cant, because the Bureau came intp 
being, not upon compulsion or goy. 
ernment edict, but through the 
voluntary action of men of integrity 
who saw that decency and honor. 
able dealing are prime essentials to 
business.” 


Glenmore Uses 
Tom Hardy Slogan 


graph 25 of the Audit Report shows | not, however, been able to agree on | consumers is the one essential. As|ously and with good feeling, in| « 
county distribution. Nothing more | coverage or trading area standards.|to the relative merits of radio and | establishing standards of practice. in Newspapers 
than that is asked for in connection publications, he said that some peo- “That was something new in 


Definitions should be _ established Louisville, Ky., Oct. 18.—Continu. 


ing its use of the now famous 
slogan, “You Ought to Know Tom 
Hardy” as a_ basis for fall and 
winter promotion, Glenmore Dis. 
tilleries Company has released to 
approximately 100 newspapers from 
coast to coast a new series of adver- 
tisements in behalf of its blend of 
Kentucky straight whiskies, Tom 
Hardy. 

Each advertisement in the new 
series, which extends over a period 
of 14 weeks, urges the reader to fol- 
low three pointers on how he, too, 
can get to “know Tom Hardy.” One 
is “Pour It!”, the second is “Smell 
It!”, and the third is “Taste It!” 
Copy is short and prominent dis- 
play is given to the Tom Hardy ; 
bottle, now bearing, as do all other 
Glenmore products, a medallion of | 
the well-known Glenmore Colonel. 

Three other Glenmore whiskies 7 
come in for their share of attention 
in a panel at the bottom of each ad- 
vertisement. In the center illustra- 
tion is the Glenmore brand itself, 
flanked on one side by Kentucky 
Tavern, Glenmore’s bottled-in-bond 
Kentucky straight bourbon and on 
the other by Mint Springs, a Ken- 
tucky straight bourbon. A. P. Bon- 
durant is advertising manager for 


When the CROWD CHEERS— 
There you'll find a WSAI mike 


Sports . 


. . whether they’re baseball ... football... tennis... golf 


... polo... pistol matches... marble tournaments... trap shoots 


... soap box derbies ... or what have you... are covered thoroughly 


... completely and authentically by WSAI, Cincinnati’s Own Sta- 


tion. No Cincinnati station covers the sports scene as completely and thoroughly as 


i ea se —————— 


WSAI ... that’s why sports fans of all kinds turn their dials to 1330 regularly. And 


la Nii 


= 


because WSAI sports shows are listened to so avidly . . . they bring results for sponsors! 


alli 4 
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Glenmore. The account is handled of 
; i : by D’Arcy Advertising Company, 0 
Cincinnatians St. Louis. ¥ 


Steel Storage Appoints 


Steel Storage File Company, | 
Cleveland, has named Howard & 
Gymer, Cleveland, to direct its ad- 


Listen To These 
Two Outstanding 


vertising. Business papers and 
ie direct mail will be used. 
Sportcasters Thill Returns 


Charles Thill, photographic illus- 
trator, has returned to Underwood 
& Underwood Studios, Chicago, after 
a term with Paul Hesse Studios, 
New York. 


Former big ten football referee brings WSAI 
listeners the most authentic and authoritative 


Regular WSAI sports announcer, broadcasting 
all Cincinnati Reds games, chosen by Mutual 
to broadcast the world series in 1936, by NBC 
in 1937 and 1938 as well as the All Star games 
in these years. This, plus his broadcasts of 
major football games, have put him high among 
the nation’s leading sports announcers. 


His 
knowledge of golf, tennis and baseball makes 
him one of the nation’s leading sportscasters. 
His schedule of Fall football broadcasts in- 
cludes some of the nation’s biggest games. 


Consider these Facts about Sports on WSAI 


Tresler Oil, distributors for Phillips 66 Gasoline, offered 


a Cincinnati Reds windshield sticker on Red Barber's eve- 


football broadcasts available in Cincinnati. 


Now “Photography” 
Effective with the December is- 
sue, Practical Photographer, New 
York, will become a monthly and 
will change its name to Better Pho- 
tography. 


The Bavarian Brewing Company, so satisfied with their 
Baseball Night Cap, recently bought “Football High- 
lights”, a great new football show broadcast every Thurs- 
day, Friday and Saturday night. WSAI schedule of 
football games — one of the most complete ever offered — 
is now available for sponsorship. Consider it and the 
fact that no Cincinnati station has as complete sports 
coverage as WSAIT. 


ning sports resume and had 20,000 requests within 2 weeks. 


Knox Reeves, agency for General Mills, co-sponsors of 
Reds baseball broadcasts on WSAI, re- 
... 1 think your station did one of the best 


the Cincinnati 


GREATER 
COVERAGE 


IN LOS ANGELES 


Than the largest daily newspapef 


Every Wednesday and Sat- 
urday Los Angeles Down 
Town Shopping News puts 
your message before 405,- 
000 families in the Los 
Angeles trade area. ONLY 
LOS ANGELES DOWN 
TOWN SHOPPING 
NEWS reaches them all! 


LOS ANGELES DOWN TOWN 


cently wrote. 


jobs on the recent ring promotion.” 


WSA 


Cincinnatit’s Own 


1330 K.C. 


EXCLUSIVE 


This year, for the first time, Cincinnatians 
will be privileged to hear broadcasts of the 
107th Regiment, United States Cavairy polo 
matches ... the first polo matches ever 
| | broadcast from Cincinnati. The broadcast of 
a these matches is an exclusive feature on 

a spe WSAI .. . another example of the complete 
sports coverage of Cincinnati's Own Station. 


Station 


a SHOPPING NEWS 


3440 South Hope Street, Los Angeles 
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TO KEEP DOCTORS AWAY A PIANO IN MINIATURE 


PHOTOGRAPHIC 


REVIEW OF 
THE WEEK 


GOOD — from the first big bite to 
the last nibble! Juicy, sweet and 
tart. Tender, crisp! 


EATIN’ Idaho Delicious apples 
stocks you up on Vitamins A and 
C, and calcium, iron, phosphorus! 


RANDOM SHOTS AT ABC MEETING 


ANNOUNCING THE STEINWAY PIANINO 


CHEAP! They’ re packed in money- 
saving bushel baskets! At your gro- 
cers, on your fruit stands now! 


At a remarkably low firice, a 

new! and erqursite piano of. true 

Steimeay quality, designed espr- 

cially for the small house and 

the apartment of moderate sire 
. 


a 


well know, it has been difficult (and 
sometimes imposstihie) to obtain ip 
an instrument of less than standard 
size a tone of any depth and quality 

fur the Steinway Pianino, for very 
good reasons, is an exception. Here 
is a piano s skilfully designed that 
the cone produced ix af distinctive 


Strings, keyboard, sounding-board-— 
every single part evidences painstak- 
ing care in construction. Materials 
are of an exceptionally high quality 

The price of the Steir way Piami, 
in mahogany, is only $450. The price 
of the Pianino io walnut is $575. Gen- 
erous (¢rms may be arranged ro make 


| 
| 
: | 
| 


Tie 18, indeed, a small piano, grace- clarity and resonance The ac- the purchase even more convenient 

fully proportioned for che small room. tion; also, sets new standards for an Let us urge you to see, hear and play 

it is but 67% inches in length, and = instrument of this aze hi @ remark this extraordinary new pian af once 
extends a distance of only 25 inches ably sensitive, and responds freely Tap cow Shelover , 
from the wall. But it is a small piane — and swiftly to ohe lightest touch Pienlee be oaty E ¥ 
af great beauty, at home equally in it is scarcely necessary to say that Vhere ta 0 Siwirway denser meer yum a 

Georgian, Regency, or modern the new Pianino is soundly and beau. “Wengh whew pes may 0 rm oe SE telen. « 
: surroundings tifully made. Craftsmen have carved, ° ony + _. 
ewe 0 
Of particular interest is the tone — tooled and joined the cabinet out of ar at SRS 
f j Steinway & Sona Stemway Mall 10% West $710 
of the pew Steinway. As musicians long-seasoned mahogany and walnut Seach: Mien Gaels Cite deck want of Gath Aww: 


STEINWAY 


THE (NSTRUMENT OF THE IMMORTALS 


Fall magazine and newspaper advertising of Steinway & Sons is featuring « new 

product, the Steinway Pianino, the smallest in the line. The Pianino will be 

promoted until Christmas in color gravure in the New York Herald Tribune and 

Times, and in black and white in Good Housekeeping, The New Yorker, and Time. 

The name Pianino, which comes from the Italian meaning small upright piano, 

is descriptive of the instrument which is designed for small houses and apartments. 
N. W. Ayer & Son is the agency. 


Part of Idaho's expanded advertising 

program is devoted to promotion of the 

state's apple crop. Copy will also be 

devoted to other products. (Story on 
Page 1/4.) 


BUSINESS PAPER PUBLISH ERS WELL REPRESENTED 


or : At the upper left O. C. Harn, managing director of the ABC, gives Horace Klein 

d of The Farmer's Wife, some inside dope. The gentleman with the hat is Ralph 

y, Quinn, general manager, Cincinnati Enquirer. Gilbert Kinney, J. Walter Thomp- 

son vice-president, and head of the Four A's, is seated awaiting the call to 

address the convention. And E. Ross Gamble, media director, Leo Burnett 
Company, Chicago, pauses en route to a session. 


A INLANDERS IN CONVENTION WHIRL 


a. 
' 


. °) Ruminating between sessions of the IDPA convention are (left to right) 
~  Chepman, IDPA president and general manager of the Journal, Flint, Mich.; 
,.': Grandon, associate manager, Daily Gazette, Sterling, Ill.; Sam Ochiltree, 
“eciated Press, Chicago, and C. A. French, publisher of the Sentinel, Holland, 


Beginning at the upper left we find Walter Painter, Power Plant Engineering, and Charles Price, Keeney Publishing Com- 
dette Mich. pany. Below them, in earnest conversation are Fred Schaeffer, Chicago Journal of Commerce and G. W. Roby, Gulf Refin- 


. ) Another IDPA group includes A. K. Walling, national advertising man- 

ad of the Herald, Oskaloosa, la.; Lee Loomis, publisher of the Globe-Gazette, 

“on City, la. and (at right) L. S) Whitcomb, business manager, Tribune, 
Albert Lea, Minn. 


ing Company. The gentleman at the right is A. C. Nielsen, the researcher. And at the bottom, im the usual order: 

Schuyler Hopper, ABP advertising manager; Dick Fuller and Ray Fling, Ahrens Publishing Company; Paul Aldrich, National 

Provisioner; Robert Bayer and Henry Palmer (seated), Traffic World; C. A. Musselman, president, Chilton Company and 
pest president of the ABP; and Dan J. Hansen, Domestic Engineering, current ABP preny. 
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KNOW 
THAT. . 


y ay 1% Mrs. Nashville spends 
Mae” §=more at grocery stores 
than either Mrs. U.S.A. 


or Mrs. Tennessee ? 


The greater Nashville 
market not only in- 
cludes this above- 
average city but also 
twenty-one other cities 
and towns of over 2,000 
population? 


The above-average 
Nashville market can 
be reached, completely 
covered and sold at 
below-average cost by 
using the NASHVILLE 
BANNER and the 
NASHVILLE TENNESSEAN. 


—e ta a a 


a a 


Tae Nasiviiie Tennessean Na shoille- 


= Moning : Sunday Gooning 


= | THE ONLY MEASURABLE MEANS OF 
ait | REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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